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PIN 

POWER G ETS 

BEST RESULTS 



Radio Station W-I-T-H ''pin point power" is tailor-made to blanket 
Baltimore's 15-mile radius at low, low rates with no waste coverage. 
W-I-T-H reaches 74% * of all Baltimore homes every week — delivers 
more listeners per dollar than any competitor. That's why we have 
twice as many advertisers as any competitor. That's why we're sure 
to hit the sales "bull's-eye" for you, too. 

*Cumulative Pulse Audience Survey 
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H^ical Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, Washington 
Forjoe & Co. in Chicago, Seattle, San Francisco, Los Angeles, Dallas, Atlanta. 



LET'S CUT 
SPOT'S 
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Spot continue.'" to grow 
in spite of strangling | 
detail, hut it can only 
reach full growth with 
certain simplifications 

Page 27 



How spot radio 
keeps Coppertonc 
out in front 

Page 30 

Erwin, Wasey's 
television I 
lend-lease plan 
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Public service 
shows: Important 
to sponsors? 
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. . . Program 
criteria— the 
all-family 
audience. 



* Maximum Power 



^ Wisconsin's Highest Antenna 

^ One Third of the Population of Wisconsin 



* A Third of 
Wisconsin's Counties 
including the 
fabulous Wisconsin 
Fox River Valley 



vNtiv 



Green Bay, Wisconsin 

CHANNEL 



ABC, CBS, plus strong local 
and regional programs 




HEADLEY-REED Company, Te^^resenfafues 



'^yearest To Heaven. 

1165 feet above 
average terrain. 



How to by! and keep a radio audience 



Bowling is the bigtime pastime in WNAX- 
570's Big Aggie Land. And each year WNAX- 
570 highlights the sport by sponsoring the 
WNAX Bowling Tournament. 

In the past 7 years: 60,000 bowlers have com- 
peted for SI 7.5.000 cash, and .?.36.000 merchan- 
dise prizes. 



This year: 8,000 bowlers will try for S28.000 
cash. S5,000 merchandise prizes. 

And all the 2Vimillion people in Big Aggie 
Land can follow the tournament's progress 
each day on Les Davis' "Today in the World 
of Sport" over WNAX-570. A tremendous 
number do. 




Sports promotion like this is one of the ways 
WNAX-570 builds and keeps one the best radio audiences in America. 




BIG AGGIE LAND 

190 countits In parts of 
5 statts in tht Mid 
Wtst's Grtat Upptr 
Missouri Votlty. 
UO.nO fomilits with 
S2.8 bltlion to sptnd. 
80% of thtm htor 
WNAX-570 3 to 7 
timts o wttk 



Rtprtitnttd by Ka^j 



WNAX-570 

CBS Yon k ton. South Do koto 
A Cowlts Stotlon. 
Undtr tht somt monoqtmtnt os KVTV ChonntI t, 
Sioui City, Iowa- 
Don D- Suttivon. Gtntrot Monogar. 
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Let's cut spot's paper maze 

27 ('iant in a jimjile of paperwork, spot grows despite strangliii": detail. 
l)ut it can realize its full potential only with certain simplifieations 

Coppertone holds off the "big boys" with spot radio 

30 This siintan products advertiser stretches his .S200.000 spot radio 
hiidget hy concentrating on weekends, encouraging personal d.j. pitch 

Where does the money go? 

33 ^^ estinghon^e ^pent .526.000, or twice the normal amount, on one 'Spec- 
tacular" live commercial to hoo^t prestige. Here'- a c<»t analy^i- 

Erwin, Wasey's tv lend-lease plan 

36 Agency exchanges tv know how w ith England, sends creative chief to Lon- 
don for commercial tv planning. Concept : England is tv gatew ay to Europe 

Public service shows: important to sponsors? 

38 '^<'n Mc(iannon. ^ estingliouse Broadcasting Co. president, explain- 
why he thinks the answer is yes and why W BC is spending .$7.5.000 to 
promote hetter puhlic service programing throughout the industry 
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In Next Week's Issue 

Summer selling: 1957 

Have adverti-ers really junked the summer sie>ta idea? sponsor ex- 



amines some recent radio-ttdevis 



The creative man's future 



-umiuer trend- to find the answer 
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SPONSOR raised the (piestioii recently of where creative men will fit into 
the agency of the future. Here'- an agency hoard chairman'- answer 
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WOC-TV 

Covers the Quint-Cities 
Plus 39 Surround iii|; Iowa 
and I Ilinois Counties. 
Population — 1,568,500='= 
Families — 484.800='-= 

Effective Buying Income — $2,582,388,000 



*S<)urcc: Sales Managcnifnt "Sur\c) of Hu>inj; I'ower 
1956 



The WOC-TV 
hifihcr than the 
boring TV st 
satisfactor) sig 
this Hij; Area 
homes. 

Ask your P.G.W 
)ou NX'S Co\er 



er is 220 feet 
\ er of neii;h- 
[on. assuring 
throughout 
n'.902 TV 

Man to show 
Report. 




WOC-TV 

On-the-Air since October, 1949 

. . . First in the Quint-Cities 

and First in losva . . . Sers ing the 

largest market betsseen Chicago 

and Omaha . . . between Minneapolis 

and St. Louis. 



WOC-TV - Davenport, Iowa is part of Central Broadcasting Company which also owns and 

operates WHO-TV and WHO- Radio«Des Moines 



The Quint-Cities Station 
— Davenport and Betten- 
dorf in Iowa: Rock Is- 
land, Moline and East 
Moline in Illinois. 



woe TV 

Channel 6 •Maximum Power •Basic NBC 



Col. H J. Palmer. 

President 
Ernest C. Sanders, 

Res. Mgr. 
Mark Wodlmger, 

Res. Saleb Manager 
PETERS. GRIFFIN. 
WOODWARD. INC. 
EXCLUSIVE 
NATIONAL 
REPRESENTATIVE 




TO: OUR CLIENT WBRE-TV 

Your Not Seventeen ads have been unusually attractive . . . your animal 
tie-in to the Seventeen County Coverage theme . . . terrific. But . . . just 
for the fun of it I'd like to make a few minor changes. 



DOUG BROWN, Sales Representative 
Headley-Reed Company 



00 



f 



p ^ How do you like this for a "blue pencil" job? If you can't 
read it tell Doug or me . . . we'll send you a copy of the 
original. 



DAVID M. BALTIMORE 
Manager WBRE-TV 
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NEWSMAKER 

of the week 



The news: 2^)-\rtir-ol(I BliJH) has almusi rrtiilinl llir >2()() 
million mark in billings: \95() figures (inntiiincctl al the firm's anniinl 
convention last itceh- iirrr S19t.5 million up S'^O million or 20' < 
ni'cr '/'/• ami radio hillings accounted for almost \0' 'i of total. 



The newsmaker: \- conNiilcx inj; lUJDO I'roidcut 15cmi 

l)ufT\ NNatflu'd (•onvciitioii |)r()CrO(liiip> o\ev n s|)('(i;ill\ iii>tallf<l t\ 
iiioiiitt)! in lv\e. N. ^ liome, lit- could look hnck o\er n |)eriod 
of rc'\ olutioiiar\ ^•haI1J;t•^ -iiicc lu- joined the firm of Biirtoii. l)ur>tine 
& 0-l)oriic in 1920 ns nn oHi( lun. lUit tlirougli tlicni all HUDOV 
position a- one of tlie io\) Jij;cncit'^ lia> hcen ^cciire. 

DuIIn s interest in l)roa(lea>tinj> was e\i(lent when he was in 
charge of luerehandising at BUDO. Then lie would often huttoii- 
liole the radio men and throw (jiiestion after (]ue?tion. This interest 
in radio and later tele\ ision was |Jiit to good U'^e when l)iifT\ took 
t)ver the presidenc\ of the agenc\ . 

A j)ioneer in the air media. FiRDO went all out for radio in the 
late 20's in ht)th sjjot and netwoik. (Maxhe \ ou reniemher the 
lUackstone I'lantation with Frank Crummit and Julia Sanderson.) 
The agency w as alw a\ s "-hou 
wise," distinguished for its stahle 
of program-. The Cavalcade of 
America, i . S. Steel Hour, and 
■I rm St rang Theater oj the Air are 
among the outstanding radio old- 
timers that have succe-sfulK made 
the switch to tv. In the process the 
agency disco\ ered and launched 
many top-flight t\ and radio per- 
sonalities, formed the careers of 
many of the iiKlustr\"s out-tand- 
ing executive* and producer-;. 

RBDO is now owned hv 28.3 
stockholders, all full-time employee; 
the depressii)n or took shares in lieu of >alar\ . (Iis|da\ ing their con- 
fidence in the future of the compan\ . This confidence ha- heen amply 
rewarded h\ RRDO's astronomical growth over the last 20 years. 

In 193P> the coinpan\ hilled S17..i million: hv 19.50 this had 
juini)ed to .S87.4 million. Five vear- later the figure ahno-t douhled 
to S162..T inilHoM. La>t \ear BRDO. serving some LSO clients -with 
its stafl of 2.238 in \ew York and 15 hranch oiTice-, hilled -?19l..i 
million. 

Billing for 19-57. as reported h\ Bruce Barton, i- running at the 
rate of S200 niillion. 

Prospects for the coming \ear and agenc\ plan- and j)olieies fur- 
nished the theme of the hour-long closed-circuit telecast to nine of 
the 1.5 branch offices thniughont the countr\ — and to a livingrooiu 
in R\e. X- V. and a man who helped make the -how pos-ihie. ^ 




Ben Duffy 
Mam housiht their stock in 




Biggest Twin Cities traffic 
jams are in store aisles — 
downtown, uptown, wherever 
WLOL's Big 5 disc jockeys 
say "CO!" Local businessmen 
know that. That's why they 
buy WLOL in preference to 
any other station. 

The local businessman will tell 
you, too, that WLOL delivered 
crowds reach first for 
WLOL sold brands. 

It's a merchandising fact 
that will work for you! Let 

B-5 selling impact send the 
aisle jammers your way. 





MINNEAPOLIS • ST. PAUL 

1330 on the dial 5000 watts 
LARRY BENTSON, President 

Wayne "Red" Williams. Mgr., )oe Floyd. V. P. 
Represented by Ail Radio Sales 
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WHIRLYBIRDS! Packed with high -voltage adventure, CBS 
Television Film Sales' dynamic new action series is generating plenty of 
excitement. First rating, in Omaha, was a high-flying 42.5, with 68.97o 
share of audience. On WPIX, "Whirlybirds"got the highest rating ever 
won by a regularly scheduled nighttime program on a New York inde- 
pendent station. Lots of sponsor action, too! Added to the 85 markets 
originally sold in just six weeks' time, are a score of big new sales . . .to 
such advertisers as Pepsi-Cola, Winston Cigarettes, National Tea Com- 
pany, Duffy-Mott. Juice up sales in your market. For details, call or wire 



CBS TELEVISION FILM SALES, INC. 





This one television station 
delivers four standard 
metropolitan area markets plus 



917,320 TV sets 

• 989,605 families 

• 3V2 million people 

• $3y3 billion retail sales 

• $5% billion annual income 



WGALTV 

LANCASTER, PENNA. 
NBC and CBS 

STEINMAN STATION • Clair McCollough, Pres. 



CHANNEL 8 
MULTI-CITY MARKET 




The MEEKER Company, Inc. 



ew York 
OS Angeles 



Chicago 
San Francisco 




316,000 WAHS 
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Most significant Iv and radio 

news of tlie week with interpretation 

in depth for busy readers 



SPONSOR-SCOPE 



2 MARCH 

Cwyrlllit IM7 
• rOMtOR rUBLlCATIONa IMO. 



Mrrarly ^vrappcd uj) in plenty of papenvoik f^i'c ^tur}, Jiajic 21), l\u- rv\ta lliin >\<M'k 
foiuul iiion' aii<l more :i<;<'nci<'S (lovisiii'JC a nrw — and 8inist<'r — chore for lluMii: 

Tlu' a^<Micios w:iu{ the reps to rliock up on opposition 8tatioiiH snHpcTted of 
too iniK'li iniiltiplo spotting;. 

ViHiat burns the reps up, of course, is the f|uestion of ethics and the cliances of stirrinp 
up a lot of hail will. On top of that, the reps are pretty sure that agencies are willing to settle 
for an apology from the guilty stations and let it gn at that. Tn short, it's iniicli risky a<lo 
ahont nolliing. 

The usual way an agenc\ gets the rep involved is hy asking him to coax his station 
into rnnnin!? a monitor on the fellow across the street. 



The end of an era in programing may come this fall: 

After 20 years of l>nil<Iing its Lux Thealro into an in.stitutioii symbolizing: the, 
alliance of IIollyMood-glainoiir-cos^inclics. Lever Bros, is consi(l<'ring a bid from 
Jolinson's Wax for alternate sponsorsliip. If the deal jells. Johnson naturallv would 
substitute its own name for "Lux" in the alternate weeks. 

No matter which way the ball finally bounces, the mere fact that Lever has opened its ear 
to such an unheard-of proposition shows how the times are changing. "Flexibility," "fre- 
quency" and "tonnage" have supplanted "institution" and "franchise" as today's major con- 
cepts. 

Meantime Lever is realigning; tlie time, vlierever i>os9iblc. for Sir I^ncelot. On 
Trial, and The Brothers. 



Agency media planners have been expecting it, so the event won't startle them: CBS 
TV is raisinj; rales on about 80 of its affiliated stations. 

You can get a measure of the hike this wav: The new Class A hour rate for the 56 
"must" stations is S7.i,675. It was S71,125. The difference is 6.4 ""r. 

A quiz of the other two networks by SPONSOR-SCOPE brought these comments: 

• NBC TV: "As of 1 February our 'must buy' of 51 stations has been Sll.llr> . . . 
obviously CBS has been slow in upping rates . . . We review our rales every month 
by a definite formula; hence we don't have to put through wholesale increases, or tie in 
our increase to a new NCS, as CBS may have done." 

• ABC TV: "We're not planning any p:eiieral increase . . . we do our raising at 
regular intervals as they become justified . . . Where our rale card v-ill he afTected im- 
niedialelv is in those markets where our affiliates are also CBS TV's." 



CBS Ra<lio"s rates did a seesaw this week : Nighttime ]>rices went down hy one 
third while the daytime rate went up 5%. 

Six months protection applies to the increase. 

« 

General Foo<ls is countering Desi Arnaz's idea to revamp I Love Lucy into a 
monthly 60-minute program next season wnth this compromise: 
That Lucy slay Meekly three weeks a month. 

Amaz's asking price for the hour version is S350.000 net. \^'ith agency commissions, 
time costs and special promotion, the nioiilhly hill would run over SoOO.OOO. 

The comparable gross cost of the half-hour show to General Food« as alternate sponsor 
with P&G is about $200,000 a month for time and talent. 

Any\vav. General Foods wants continuity. 
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SPONSOR-SCOPE continued . 



Don't be surprised if the 15-minute soap opera ceases to be a P&G tradition 
by the end of this year. Broad reason: It's too short. 

The P&G media and programing analysts in Cincinnati appear to be slowly moving 
around to the thesis that: 

• The longer, half -hour serial form is a more mature expression of the day- 
time drama, eventually could attract more viewers than the quarter-hour form. 

• Both P&G half-hour operas — As the World Turns, and Edge of Night — have 
done a surprisingly strong job. 

The first likely candidate for expansion among the company's trio of quarter- 
hour versions is Guiding Light. Search for Tomorrow is also doing well, but Brighter 
Day appears to be in rating trouble. 

Why doesn't P&G advertise the company's name in connection with its prod- 
ucts? Wliy is it just the brand itself? 

A "management audit" just published b\ the American Institute of Management gives 
these reasons: 

• In a field as competitive and confusing as the soap business, the brand must stand 
alone. 

• The company markets more than one product of similar class, price, and use; hence the 
company's name might only confuse the consumer. 

• Many people think of P&G solelv as a soap marketing organization, whereas it also sells 
food and paper products. 

Incidentally. P&G's annual net sales in 20 years rose from S218.874,000 to $1,038,290. 

BBDO this week placed its first piece of network radio business since setting 
up a "radio specialist" to hoe that row again. 

Tlie account is the American Institute of Men's and Boys' Wear. The deal: 
10 weeks firm on NBC's weekend Monitor, with exclusive rights to the weather package. 

This manufacturer-retailer association — ^which previously had confined itself to print — 
will use 14 to 16 shots weeklv to sell the theme of dressing right. 

As a merchandising plus, weather-giving "Miss Monitor can be featured in all the 
association's promotions. Starting date of deal: 13 August. 

R. J. Reynolds' buy of news campaigns ou NBC Radio and ABC Radio ydW have 
this bearing ou Camel's current spot participation: the retention of local periods in 
each market will depend on the strength of the individual locations on the sta- 
tion's schedule. 

The network deals are these: NBC Radio, five participations a week in News of the 
World for 26 weeks, starting 11 March; ABC Radio. 20 five-minute newscasts a week at 
night and weekends, wth the starting date to be set. 

Reynold's a^mcv. William Esty. described the network moves to SPONSOR-SCOPE as 
an "over-all realignment of Camel's posi«ion in radio". 

For the second consecutive year the sale of co-op shows on NBC TV in 1956 
topped the SI -million mark. 

Participations sold last vear by 133 NBC affiliates totaled 12,797. The tallv for the 
vear before was 6.999. 

More than half of the 1956 participations were bought by national spot accounts. 

CBS Telfivision Spot Sales thinks it has found a way to compete Mith print in 
making media buying easy for summer advertisers. 

Firms planning a summer campaign can sign up now and put off the starting date, 
say, to some time in May. In effect. Spot Sales (which represents 13 stations) is waiv- 
ing the 30-day confirmation rule. 

Under this arrangement, the advertiser specifies the shows in which he wants to partici- 
pate; when he's ready to start he is given a choice of available periods. 

The advantage to the advertiser: He's able to merchandise bis plans to the trade 
long in advance of the campaign's debut. 
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You can gft a measure of big aclveitlsers' loncerii for < erlaiii broad [jroblems when you 
consider that the iSiclst'u iieople aftmilly >v('rc ii.Hkctl to try to wolve the followiiif^ 
stiiiupcrs with t'lcctroiiic calnilator : 

I'rohlcMii No. 1: "The show we've got did fairly well until wc got some conipelilion. 
It's beginning to slip in ratings. If we bought another show to re|jlaee it, we'd have to pay 
more. Our (piestioii is: Should we get rid of what we've got which incidentally shows no 
sign of building — or should hold on to it for another season?" 

Prohleiii IVo. 2: We've got a tv s|)ol program. We think it's one of the best in the 
business. We can afford to spend a little more money for expansion but we're not able to 
get in the market we want and the class of time we want. If we should switch this extra 
money to radio, (a) how much circulation would be duplicated, and fb) how would we gel 
the most for our dollar?" 

Problem No. 3: "We're sponsoring a half-hour show every week on which we expose 
three products. The sho^v is beginning to slip in ratings. Would it be to our advantage to 
reduce our participation in that show to alternate weeks and buy alternate sponsorship in still 
another show?" 



Tlie spot ratings muddle this week shapes up about like this: 

• SlliV lias l)een meeting witb agencies via llie 4 A's, urging radio buyers to adopt 
the SIl/\ formula for projecting ratings to get a station's full coverage when using NCS:^2. 

• Now, however, a nuni])cr of tlie large agencies apparently are busy working up 
their own formulas to the same end. 

• SKA is still confident that when this flurry is over, the agencies will find the SRA 
formula a solid base for a uniform means of measurement. 

• An index of how agencies have responded to the SRA's efforts: At the last meeting with 
the SRA's research committee many of the agencies had three or four media people 
in attendance. 



J. Walter Thompson is keeping labs on viewer opinion and attitude toward 
its various network tv shows by continuing depth interviews. 

These studies, among other things, give clues to: 

• Growth or decline in popularity of the show's No. 1 personality. 

• Reaction to week-to-week guest stars. 

• Disposition toward the material in the program. 



Ratings of quality feature film in local markets ^vill be watched this summer 
to see whether they can actually combat the normal dip in seasonal viewing. 

Media buyers say the answer will be determined, in a large measure, by the stations' 
decision to withhold or let go with the cream of the crop. 

(See more on this theme in sponsor's Summer Selling issue to be published 9 March.) 



The personnel migration from ABC to NBC continues. The latest to join up 
is Don Durgin, who moves into NBC as a v.p. and director of sales planning. 

The network cross-over score now stands at five. Starting with Bob Kinlner, it includes 
Bub Lewine, Charles (Chick) Avery, and Jam^s Stabile. 

The push for daytime tv business roTed into high gear at NBC this week. 

There's a twin objective: get new business: and hold what's already in hand. 
One of the causes for the added drive and heat: ABC TV's adjusting the daytime rate 
to 33.3 of the class A hour rate. 
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SPONSOR-SCOPE continued . . . 



Because of their length and name power, king-size network tv shows have heen steal- 
ing the spotlight recently to the point where you abnost would think that anything shorter 
than 60 minutes is dead. 

That, of course, is not so. 

In fact, the trend toward longer shows is not meeting with 100% enthusiasm 
from the medium's hig and consistent users. 

Their agencies, who are pushing their viewpoints for them in dealing with the networks, 
raise this warning: 

Participation in long shows for advertisers with multiple products can prove a 
handicap — there's the constant hazard of product conflicts. 

Soap and foods agencies also doubt that, the 60- and 90-minute shows offer the rating 
advantage they once had over the 30-minute program. 

One such agency — Y&R — recently did a statistical comparison which tended to indicate 
that (1) not only has the advantage practically disappeared, but (2) the cost-per-1000 be- 
tween the hour and the 30-minute show is almost identical. 

A sidelight on the long vs. 30-minute show issue are the latest ratings on the competi- 
tion against Playhouse 90. 

Nielsen's second January report gives these audience shares: 
Playhouse 90, 36.9; Tennessee Ernie Ford, 48.3; Lux Tlieatre, 44.6. 

Marketing men compare the sales troubles bedeviling tv set manufacturers 
with the dilemma of the guy who paints himself into a corner. 

Where have the manufacturers guessed wrong? Marketing experts cite these directions: 

• By not obsoleting the product through new styling and design. 

• By trading down to low-profit items (portable sets), with no assurance, that this 
would increase total unit sales. 

H. L. (Hay) McClinton, one of the best known radio veterans among agency 
men, has resigned as president of Calkin? & Holden, Inc. 

Reason for the break: Differences of opinion with board chairman J. Shenvood Smith 
over management policies. 

While v.p. in charge of radio at N. W. Ayer, McClinton started building his reputation 
for pioneering program types. 

Paramount Pictures is listening to approaches for its library of feature films, 
but to date hasn't actually decided what it's got to sell and how much it wants for 
the library — or even how it proposes to sell it. 

Frank Stanton, CBS, Inc., president, told SPONSOR-SCOPE Wednesday (27) that CBS 
has been "kicking the thing around" with Paramount, but has neither talked price nor en- 
tered into any type of negotiations. 

• It looks as though there is going to be a considerable turnover in regional beer 
accounts within the next few months. 

Agency new business specialists report that there are at least five of them on the 
loose (two of them in New York City and one upstate). 

A marketer's explanation of the unrest: "The regional brewer as a rule refuses to accept 
his status by setting a marketing limitation and sticking to it. He may have decided to stay 
\vithin a profitable 200-mile radius, but if a distributor 300 miles away comes up ^\•ith a deal, 
the brewer is off and running. He then looks to shore up his over-extension by scouting 
for a new agency." 

For other news coverage in this issue, see Newsmaker of the Week, page 5; New 
and Renew, page 49; Spot Buys, page 60; News and Idea Wrap-up, page 66; Washington 
Week, page 77; sponsor Hears, page 80; and Tv and Radio Newsmakers, page 86. 
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Uncle Bert Racks Up Ratings on KPRC-TV^s "Looney Town 
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If it tvkes ki(l(lie^ and their mommas to 
ring yoiii" clit'iit s cash registers, you'll find 
H()ii>t()n"s higge>t audience on KPHC-T\ "s 
"Looney Toun.** Emcee. "L ncle Bert * Lynn 
^up{)lement^ his antic> u itli cartoons and audi- 
ence participation stunts. Live daily audience 
of 90 to 100 . . . available for >ainpling. Per- 
>onalized commercials harmonize smootldy with 
format, add selling emphasis. "Looney Town " 
earns a higher rating than other two competing 
^hows combined. (ARB Octol)er 56.) 



KPRC-TV 



HOUSTON 

CHANNEL 2 

JACK HARRIS 

I ice President and CrnrraJ Manager 

JACK MCGREW 

N ational bales Manager 
.\ ationaJly Represented by 

EDWARD RETRY & CO. 



KPRC -T V . . . MOST POTENT ADVERTISING FORCE IN THE HOUSTON MARKET 




I 



two 




ne is for television . . . one is for radio. They go 
)gether. Most homes have both — and use both. 

They sell together, too. These days you don't use 
ilevision to reach one audience and radio to reach 
nother. Most of the time they're selling to exactly 
le same prospects ... but at different times, in 
ifferent ways. Today, radio and television are a 
jam. 

That's why today's Nielsen-minded TV advertiser 
as come more and more to consider, in conjunc- 
on with his basic TV buy, the ideally comple- 
lentary medium of network radio. He sees in net- 
'ork radio not the "old" medium of "filling in where 
V isn't" (a fast-shrinking 21% of U. S. homes), 
uta "new" medium that adds important audience 
^ terms of TV homes not otherwise reached by the 
asic TV properties and adds important frequency 



and multiple-home visits to those homes reached 
by TV. For example, special Nielsen duplication 
analyses show what ABC Morning Radio or ABC 
Weekend Radio add in one month to a prime TV 
franchise*: 



80-155% more 



30-50 °o more 
New Homes 




only \0-lS% more 



Home Visits 



Cost 



Basic TV Buy 



Added by ABC Radio 



That's why today the new medium for television 
advertisers is network radio! 



Based on actual duplication analyses of ABC Radio and representative TV shows — Studio One, 
Groucho Marx, Lawrence Welk, Robin Hood, Alfred Hitchcock, Do You Trust Your Wife?, etc. Special 
analysis of your TV franchise on request. 
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Across-the-Board Radio = 
All Aboard Union Pacific 

If )<iii"re coming or g"ing in Soutiiern 
California (and most of tiie area's 7 mil- 
lion usnally are) Union Pacific will reach 
you . . . via radio. 

UP hits solidly every day at the 99% 
radio homes and SO'To radio-equipped 
cars (U/4 cars per family!) with a triple 
punch: j 

1. MORMNG NEWS on KBIG. cover- 
ing all Southern California from 
Catalina. 

2. CLASSICAL MUSIC evenings on 
KFAC. 

3. NIGHT NE\^ S on KNX-CBS. 

To holster this year-round schedule, UP 
buys saturation spots for specific promo- 
tions like Vacation Family Plan and in- 
auguration of the "City of Las Vegas." 
"Practically everyone travels in Southern 
California," says UP Los Angeles ad 
manager Paul Beach. "\^V put a substan- 
tial share of the budget in radio because 
it reaches practically everybody, consist- 
ently and economically.'' | 

Adds Marion Welborn, vice-president, 
The Caples Company ad agency: "We 
picked KBIG 3 years ago as a basic for 
L^nion Pacific, because its powerful sig- 
nal gives us coverage of 8 counties at low 
cost-per-thousand. Results have dictated 
our renewal for 1957." 

KBIG shares with two other fine stations ' 
gratification for another "well done" ' 
from a contented Southern California 
radio client. 



JOHN POOLE BROADCASTING CO. 

6540 Sunset Blvd.. Los Angeles 28. California 
Ttlephont; Hollywood 3-3S0S 

Nat. Rep. WEED and Company 




Bob Morton, Er\\ in-W^asey, New York. \\ho has specialized in 
bu) ing time for clients in Canada, comments: "The timebuyer must 
overcome these tv problems in Canada: (1) It is difTicult to secure 
time and often when \ ou do, the hour and/or the program is not 
suited for the product. Most markets ha\e only one station and this 
usually operates onh from 3 p.m. 
to 12 midnight. Consequentl) , 
stations are overcrowded with ad- 
vertising. On the other hand, rat- 
ings of .50 and 60 are quite com- 
mon because of a captive audience. 

(2) In cities such as Toronto and 
Hamilton, American stations can 
be picked up and major shows 
steal a large segment of the Cana- 
dian audience in these areas. 
Seemingly, the advertiser could 
solve this problem by advertising 

on these across-the-border stations. But there would be a great deal 
of waste coverage because usually the product is distributed under 
a dififerent trade name or the advertising concept is different. 

(3) The Canadian Broadcasting Corp., which owns many of the 
major stations, does not have a representative here. This makes 
necessary length v correspondence and or expensive phone calls. ' 



Roger Ciapp, Benton & Bowles, New \ork, timebuyer for regular 
Maxwell House Coflee. comments: "Standardized bujing procedures, 
if carried to extremes, can result in the tail wagging the dog. How- 
ever, when )0u talk about forms with which a buyer must work — 
availabilities, confirmations, contracts, preemption notices — it's a 

dififerent story. Processing detail 
work is part of our function, of 
course, but the speed \\ith which 
we can accomplish this is in direct 
proportion to the degree of uni- 
m formit\ among the forms. Fortu- 

ML natelv, this need for standardiza- 

tion has been recognized for some 
time and welcome progress has 
been made. The 4 A s led the way 
\\itli their standard contract: now 
the} 're w(nking for acceptance of 
standard forms for availabilities. 
Among reps, new methods of eliminating duplication and speeding 
up the paper work process have been devised, from combining con- 
firmations and contracts to simplifying program logs. This is a 
health) sign and with cooperation of the industry, ultimately we 
will be able to perform our primar) function unencumbered — 
intelligent buying." (See "Let's cut spot's paper maze,"' page 27.) 
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SOL 
SOL 



L.in^ciului 1 I'nitcd Il.iki ri'5>*, through Compton 
Advi'i ( wmf.'. Iiu , (Jii theciUiio W'cti Co<i-Sl! 
AnioMj; ihi ni.u kd^ iihr;i(ly purrli.LW'l are Pon- 
l.iiul, M.iiiic ("in> iiiiKiti, Meinpht^ Snilh Bend, 
SmuIi'. Sim l''i.in(i:<n l/i-, Ain;>'l<— R.iltiinoiL 
Dftroil' 

'I'ljki, 'iu',s..ii, Siih Lik'- Titv lJ'n\cr. S.iii 
I)i(jK'>. I'oiltaml, Ont^un , Stoi. kton, 

( hito, I'li-siio, .S\ I <■ U'* . Hiiiiii U'jujIl Iiuh in- 
fil>)hs, Till ih , Miami I'Ii m'hiv m Aiilonio, 
V.ikiiii i. H.iki r lifld, S ilmi'^ S.ni Ltii- Obuspo, 
F<o iniAt. SchciHi I i(ly ^ • ^ 
AllHl<|Ucl<|Ur '~^ nil " H puii^lM'Id. 
Miss<jwri. I'll ishiirt; K i H ii t c h m-ioii- 

Wichita. Cohimbu'i, Ohio. M N.viih- 
\ilh'. <'U , fit • 

Animii; tln- .icl\< i ti.M i li< Hill Hu lirouj^h 
'Hu' Caplc- ('iiitipin.\ r. tv Hihnj Company, 
S<Ml^(.•^.t Milk, llood'.s I ) iirv; C.ui uJi l)iy IVp?i- 
(t'l.r. Sliw.Trt •- h r Cn' iiii tin <ni;;h \\'» ><l ifd, Vtr^ 
iS. I Icvcnor. Im ' 

BiirKfT nrcuiiif^ f II ihr'Hiph Mirll tiul Ad\ertisui{; 
Af,'(Micy; \V Ot( r Coiistrui tiou •"'f^ Nraf^ira- 
Moiiauk Po\^or To N.ij-hvilloTru i Co , Bunker 
Hill Mc.TLs, and many othr-rs! 



,9 HURRY 




^t'liion.T .md ^|>on.soro iniiiu'dK>it'ly rt-cognnv ihur uniVt-Tbil \p- 
pt-al of iIA\VKl':Yr: and the L.VST OF THE MoHH ANS 
thi' Rrt'at American outdoor action classic' S<> arr.int''- today to 
enjoy ,i private s<reeiiinK and to pet the proii;at>le fur von fact.* 
alwut IlAWKKVIv But jil* ■I'^f hurri ' L n 
snapped up and evm .i ddv ^ delay ma An 
liomc market. Wire or phone Ui ri^ht nox^ 



JOHN HART 

as HAWKEYE 



LON CHANEY 

as CHINGACHGOOK 




















AND THE 



OF 
THE 



wire or Phono, 'Let's 

POW-WOW 





f Television Programs of A merica, Inc. 

CDWARO SMALL. • MILTON A. OOROON • MICHAEL M. 3ILLERMAN 
AOO MAdlson Ave., Now York 22, N. V. • PL. S-2tOO 




Comes March, 

Comes Springtime 
Activity in the 
Middle of Washington 




WENATCHEE, WASHINGTON 

SOOOw 
560kc 

We Guarantee 

to deliver results from 
your advertising investment 

2 to 1 

OVER ALL OTHER 
NORTHCENTRAL WASHINGTON 
MEDIA 

National Reps 

Forjoe and Co., Incorporated 

Portland & Seattle Reps 

Art Moore and Associates 




by Bob Foreman 

Agency ad libs 



Live vs. film in tv commercials 

/ have been asked to reprint on these pages my 
recent speech (February 14) delivered at the 
Seminar of the Association of National Adver- 
tisers. 1 was asked this by my secretary who 
made the request because she figured she'd get 
out of some typing. With the help situation 
what it is today, I can only comply. (Secretary's 
note: Actually, it didn't mean getting out of any 
typing because the speech had to be re-typed for the column. And 
besides that my boss didn't have to think up a column for this week.) 

However, I hope that wlmt follows {shortened slightly from the 
original) is of sufficient interest to satisfy my few followers and of 
sufficient length to satisfy the voraciousness of the editors. The 
subject, by the way, is — tv commercials with emphasis on the con- 
trasting virtues of live vs. filmed copy. 

If I tried to supply a categorical answer as to whether film com- 
inercials or live are better I would run the risk of oversimplification. 
And by oversimplifying, I could mislead you folks . . . much in the 
manner of the 10-year-old girl who had just seen a matinee of "My 
Fair Lad).' She was explaining the story to her younger sister. 
''It's all about a grubby little girl who gets remedial reading." 

In order, therefore, to present to you a well rounded view on the 
subject of film vs. live copy — I thought I'd get some opinions 
from other members of the agency which employs me. So — I sent 
a note, asking for their views to an account executive, to a producer 
of live commercials, to a film producer, a t\' copy writer, and a re- 
search man. It is interesting, if not revealing, to see how subjec- 
ti\e the answers were. The account man said — '"Put 'em on film 
. . . the\"re in the can so clients can't mess with 'em. Also vou can 
run "eni o\ er and over and over and not one of those damn fool 
actors can e\er forget their lines or drop the bottle." 

The producer of live copy said — "you keep your cop\ spontane- 
ous and flexible when you use live connnercials. Also there s far 
greater economy.' 

The film man said — "film is more economical because \ou can 
re-run it. The lighting is better, no chance of error, more scope be- 
cause of location shooting — \ou can use animation, stop-motion. 

The cop\ writer said — "whether a connnercial is film or live 
should be decided by the creative man . . . according to the specific 
cop)' job he's working on." 

But the research man topped them all. He sent me a graph with 
a red line and a green line on it labeled the Parabolo of Repetition 
on Cumulative Audiences. 

Actualh. all these gentlemen are right! Each, like C\nara, in his 
fashion. 

A live action connnercial on film with four setups or scenes, three 
actors, one of whom speaks on camera, a stock music tag would cost 
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BIG STAR STORES of Memphis 
ond long-time sponsor of Cisco, 
comment on entering 5th year 
of sponsorship: 

^^C/'sco Kid hos shown a 
high rating locally. If hos 
brought direct sales re- 
turns for Big Stor Stores 
. . . We also sponsor 
Cisco in Cope Girardeau, 
Mo. The results in this 
new area ore excellent. 
Recently when the Co- 
lumbus, Miss., station 
opened, we started Cisco 
there. Already we see 
sales results . . Cisco 
Kid has helped all our 
big Star Stores." 

Ask lo see more success stories of 

WE WORIPS GREATEST SALESMAN! 

"THE CISCO KID" 



Chicait 

CincliiMll 




Agency ad libs continued. 



about $J,000 and take about four to six weeks to do. This same 
c-oiiimercial done live would cost $1,600 and take two days includ- 
ing set building, rehearsing, etc. So you'd have to repeat the film 
two and one-half times to achicAe the same cost efficiency. But what 
wonderful things film can do — get us outdoors — add scope and 
sweep. (Here I showed a Campbell-Ewald commercial on Chevy 
trucks.) 

Now film also makes animation possible and animation gives us a 
wide price variation depending on whether it is full or if it is ani- 
mation plus live. Say from $3,000 — $9,000 for a minute of copy. 

In order to amortize the cost of a film commercial, naturally, you 
can repeat it and when contemplating repetition think of this to 
alla\ your fears. (Here I showed a chart on audience turnover to a 
half-hour show.) If you have a program with a 27 rating, in the 
course of four weeks it just about doubles its unduphcated audi- 
ence — to a 53.0. 

Film repeats reach new audience segment 

If you put a specific commercial in that show in the first week, 
everyone has a chance of seeing it, naturally. But if it's in there 
once in four weeks, the commercial will only be exposed to one- 
half of the audience. If you put the commercial in twice in four 
weeks, y'ou have exposed it to three-quarters of the audience. 

Now, examine the virtues of doing commercials live. I'd say 
they are these. Immediacy — you are really there and your audi- 
ence feels it. Spontaneity — another intangible but it brings elec- 
tricity. Integration — so many film commercials appear just dropped 
in. Changeability. Timeliness, no lag. (Here I showed a kine of 
a Revlon Snow Peach promotion.) 

But let's not delude ourselves — film and live are merely tech- 
niques — not creative functions in themselves. You've got to weigh 
the copy problems, the need for flexibility, the cost of a time-lag, 
the value or detriment of repetition — and then — and only then — 
can y ou intelligently decide whether to use live copy or put it on 
film.' 

Furthermore, all the foregoing about film vs. live could very well 
be academic in a year or so when video tape is available to us. For 
this facility will give us every advantage of live copy — economy, 
spontaneity, flexibility — in addition to every plus you get with film 
— perfect qualitv, ease of reproduction and rerunning. ^ 
(To be continued in two iceeks) 




Speakers at A.XA Seminar, I. to r., Sherwood Dodge, v.p. FCB: Betty Furness; 
George Abrams. v.p., Revlon and chairman, A.\A radio tv committee: Foreman 
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// you re buying BOSTON 

select the Leader. . 



blue-chip 



ADVERTISERS 

reach 



blue-chip 



CONSUMERS 
through 



K WKW 

IN SPANISH, OF COURSE! 



Barbara Ann Variety 
Bread 

Batter Up 

Burgermeister Beer 

Cal Mex Foods 

Carnation Evapo- 
rated Milk 

Cheer (Procter & 
Gamble) 

Coca-Cola Bottling 
Co. 

Cocomalt 

Creomulsion 

Dodge Div. Chrysler 
Corp. 

Eastside Beer 

Feenamint & Chooi 

Folger's Coffee 



Fritos 

Hamm's Beer 

Hills Bros. Coffee 

Italian Swiss Colony 
Wine 

Langendorf Bread 
La Pina Flour 
Lucky Strike 
Pepsi-Cola 
Quaker Oats 
Las Paimas Chile 
7-Up 
Sprig 

El Pato Produce 
White King Soap 
Co. 

William Wrigley Co. 



*573,000 SPANISH-SPEAKINC 
LISTENERS IN THE 
LOS ANCELES AREA 

THEY SPEND MORE THAN 
A MILLION & A THIRD 
DOLLARS DAILY! 

140 HOURS OF SPANISH 
LANGUAGE PROGRAMMING 
PER WEEK! 



PASADENA 'LOS ANCELES 

V Spanish Language 
N. Station > 



L.A. — RYan 1-6744 
S.F. — Broadcast Time Sales 




49th and 
Madison 



Traveling troubleshooters 

May a former city desk reporter I now 
in advertising I suggest an informative 
article about one solution to one 
agenc) problem? 

Here at Ralph Jones, we lia\e 
created a separate service department 
not found in standard agency setups. 
It has been operating successfully for 
more than two years. I have a notion 
that other agencies, facing a similar 
problem, might seek their answer in 
our solution. 

Our problem: How to sen ice the 
local-le\"el radio and tv campaigns of 
the Kroger Co. (grocery chain), whose 
operations cover nearly 20 states, each 
market presenting radio and tv prob- 
lems unique to its ow n location. 

Our solution : A platoon of wan- 
derers called Field Service Men — in 
addition to the agency's normal com- 
plement of contact men. writers, time- 
buyers and producers. These constant 
travelers are qualified task forces able 
to audition a new announcer, buy a 
show or create a blitz campaign on the 
spot. 

Richard S. Perry. The Ralph 
H. Jones Co., Cincinnati 

• For a SPONSOR article on ihis theme 

*'Know television, will travel" see the 1 October 

1956 i.ssue. 

All media buying problems 

In answer to the grumblings about 
the integrated media buying system. 
February 9 SPONSOR-SCOPE, we 
have been using (and quite effec- 
tively) this plan for almost four years. 

Of the three problems mentioned in 
SPONSOR-SCOPE, none of them seem 
insurmountable. True, it would prob- 
ably take a little longer to learn how 
to use the multitudinous facts and 
figures that come along with selecting 
and buying broadcast media ( and we 
are in the process of cutting a lot of 
this out by standard forms requesting 
specific data), but this time could be 
taken from the '"conference time" 
that is needed to co-ordinate time and 
space budget decisions from two sep- 
arate departments. 

As for reports, time is also saved 



for the client by the all-media buyer, 
in having all the figures for a specific 
market, campaign, or medium. For 
instance, the client need only ask for 
one report from one department re- 
questing expenditures or future budget 
plans for a single market. One report 
under one filing S) stem, in half the 
time it would take two persons to 
make two reports using two separate 
files. Also, would you ask the time- 
buyer or the spacebuyer to make a 
comparison of space and time media? 
\^ ho is closer to the facts than the 
all-media buyer? 

Yes, it is true that print media can 
be handled more speedily than broad- 
cast media. SO . . .? We devote a 
little more time to the mechanics of 
broadcast media. Print media or its 
reps needn't suffer from that. 

As to the increased turno\"er in 
timebuyers, perhaps it is difiBcult to 
work in a situation where the duties 
are not clearly defined and the respon- 
sibilit)" is unrecognized. 

Marguerite Sowaal. all media 
buyer, Strornberger, La]^ene, 
McKenzie. Los Angeles 

Two hats or one? 

I found the article in the February 
9 issue "Do two hats crush creativi- 
ty?" of interest. I think it is health}' 
to publish articles such as this and to 
quote a handsome gentleman such as 
Art Hayes. 

I don't know whether it is fair to 
put one hat on top of another, no mat- 
ter whether it is tv or radio. It seems 
to me that these hats are for two dif- 
ferent heads and we ma} even ha\"e a 
two-headed monster on our hands. 

Thanks for the article. 

Edgar Kobak. 
Neic York, .V. 

Why spot radio will cost you more 

I have just read, with particular inter- 
est, the article. "\^Tiy Spot Radio Will 
Cost You More in 1957," from your 
February 16th issue. 

This is a problem that has been 
facing us here at WKBH for quite 



22 



SPONSOR • 2 MARCH 195' 



1 



xmic tililf. \s ;i iii;ittfl iif fit< t, titc 
(Iciimiitl^ of l;ii>;i' iuK ft I i>iii;; ;i;:cinics. 
Mich Will. I!>t\ iiiitl (;tiiii|);iii\. mill 
ntlicrs. for cfitilicil pi nj;! ;iiii lci<;s 
< \ itlfiicf «'iii)ii;:li tli;it pi'iik ti:illif 
|«('ri<)tl> arr litci;ill\ Ix-iiij; >tiilT('tl with 
fiimiiir'ifi;il time far in cxrc^^ of the 
iccoiiminitlcd ■<taiiihirtl> of \ \|{|l>. 

Diiriiij; the Iran \('ai-< of latlio, we 
wen- all facet! with a prohlcm of niaiii- 
taiiiiii'; \oliini<' iirt(-<>ai\ to take caic 
of o\tMlu'ti(l. riii> o\cilicail lia> con- 
>i>tt'iitls increased ratlicr than dc- 
ticasfd and it ha-< forced ii-^ in >oiiu' 
fa-<f^ to reduce rates in order to fict 
that necessar\ \()luiiie. and a-< a re^nlt. 
a jjreat main >tation> lune heconie 
saturated with lin>inc~-< without an iii- 
ciease in profit. 

it ^eenis to uie that it would he well 
for timed)ii\er> to consider the \alne 
of radio all da\. as well a> 7 to 9 a. in. 
and 1- to () p.m. 

1 can t help hut feel that if the in- 
du!>tr\ was a little le>^ interested in 
increa.-<ing rale>. and tiiiie-bu\ er^ a 
little less interested in one particular 
>e<'Uient, hut rather on a hroad o\erall 
(tiNerajie. tliis prohlem would cea-c 
to exist. 

F. M. ^^niith. general manager. 
IVnKII. Ilattieslnirg, Miss. 

Sponsor-Scope 

i found \()ur I('hriiar\ lOtli issue 
most interestinp. In particular, I en- 
joyed Sponsor-^cope in it< entirety. In 
IH\ opinion. Spoiisorocope i- -er\ inp 
a \er\ real industry need and vou are 
to he conjiratulated for kee|)inj; the 
information so accurate and vital. 

John A. Schneider, general manager . 

CliS Tv Sj>nt A eu ) ork 

Naturally we are interested in the 
paragraph at the bottom of |)a£re 11 of 
the Fehruar\ 9 is-ue. 

M\ our arithmetic, the 2}! rating on 
the Colgate Theatre, applied to the 2 
million tele\ ision homes in the KITV 
area. tran>lates into a cost-per-thou- 
sanddionies per commercial minute of 
>2.2.S rather than tlie .S2.63 which you 
(|uoted. 

Kven the "i'l.G'X' compares nio?t re- 
^pectahK with the a\erages on net- 
work bu\s b\ various leading agen- 
cie^. as tabulated on the >ame page of 
"Sponsor-Scope"; the S2.23 figure 
^hows clearl) what a terrific advertis- 
ing \alue Colgate has obtained. 

Jack O .Mara, director of 
merchandising and promotion. 
KTTl . Los Anzeles 



where 
else 




milwaukee 



BUT ON 





CAN YOU REACH SO 
MANY GOOD PROSPECTS 
FOR THE MONEY 

WOKY consistently attracts a 
major share of Milwaukee's 
radio audience. So consistently, 
in fact, that virtually every 
time period represents Mil- 
waukee's most efficient radio 
buy. You consistently get more 
for your money on WOKY, 
Milwaukee. 



• Milwaukee's most-listened-to independent radio station. 

• Lowest cost per thousand in the market. 

• Covers 54% of the population in wealthy Wisconsin. 

CALL YOUR KATZ REPRESENTATIVE FOR DOCUMENTED PROOF! 



FIRST fin 



MILWAUKEE I 




1000 waffs at 920 KC. 

24 hours of music, news and sports. 



A BARTELL 
GROUP STATION 



Other Bortell Group Stations: 

e^^^F/R^TiM. CG -huxyiAeXT. . . 
KCBQ, San Diego • KRUX, Phoenix 
WAKE, Atlanta • WMIV, Madison 
WAPL, Appiefon 

Represented by. ADAM YOUNG, Inc. 
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As any old riverboat-man will 
tell you, the best channel runs 
deep and lets you travel fastest. 
Same is true today with tele- 
vision throughout this busy Ohio 
River Valley of ours. 

No advertising medium gives 
you such smooth sailing into 
over 100 of its high-producing 
counties as WSAZ-TV ... no 
station's influence runs so deep 
with almost three-quarter million 
TV families comprising Amer- 
ica's 23rd television market. 
Today the nation's heaviest con- 
centration of industry crowds the 
banks of the Ohio — generating 
within the WSAZ-TV area a buy- 
ing potential nearly /our billion 
dollars deep! You can reach it 
surely via WSAZ-TV's Channel 
3, without fear of shoals, snags 
or backwaters. You'll travel, too, 
in company with many of Amer- 
ica's most successful advertisers. 

Any Katz office has the latest 
soundings for your inspection. 




HUMTIMGTOM-CHARLESTOM, W. VA. 

Affiliated with Radio Stations 
WSAZ, Huntington and WKAZ. Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 




^eps at work 




Taylor Eldon, 'J'he Hranhain Co., .New \ork, thinks '"that 1957 
should he a fine year for radio, from all current indications." Spot 
radio's continued gain will come in the secondary and medium-sized 
markets, Taylor says, as clients realize the important job radio can 
do at minimum cost. ''Both spot radio salesmen and timebuyers 
should understand more fully the 
marketing and sales problems of 
the advertiser," he thinks. "The ad- 
vertiser is spending a great deal of 
money to influence the country's 
buying habits and deser\ es the 
interest of all those concerned 
with his advertising plans. Per- 
haps periodic meetings between 
agency media departments and 
representatives could be arranged 
at more frequent intervals. Some 
agencies have used this method to 
good advantage when introducing a new client or product to radio." 
This would result, Taylor says, in greater interest and awareness of 
these important aspects of marketing among both representatives 
and timebuyer: (1) distribution; (2) consumer's habits and prefer- 
ences; (3) consumer profile based on sex, age, income, race, family, 
occupation. "It is a part of our job to know our clients better." 

George Olsen, Wm. G. Rambeau Co., New York, comments: "The 
type of programing best suited for smaller markets differs with each 
market. As an illustration, we now represent a station in the South 
which gave up its network affiliation. The primary consideration 
was that all competitive stations had affiliations, making the station 

just one more affiliate added to 
the fold. Entertainment and per- 
sonalities were almost identical 
with every other station in the 
market. As an independent, it de- 
veloped a personality of its own. 
Great emphasis was placed on 
local news and the type of music 
preferred in the region. Personali- 
ties with a loyal local following 
were featured. Local and regional 
acceptance was tremendous and it 
became the strongest station in the 
area. For local and national advertisers, far better results were ob- 
tained from local program and personalit\- endorsement than simply 
by placing announcements between network shows. But, don t get 
me wrong! It depends entirely upon the local situation. All the facts 
should be considered. Network programing can be just what the 
doctor ordered for one station and be a poor choice for another!" 
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WBAY 



CH. 




GREEN BAY 



GIVES PERSONAL SERVICE* TO iJteLaNiio( 




o 



I 



AND WE RELAY THIS SERVICE, BY PRIVATE MICROWAVE, 
175 MILES TO CH. 6 MARQUETTE, MICHIGAN 




HEADED FOR MIAMI? DIAL WQAM (,560) AND HEAR FOR YOUR- 
SELF WHY THERE'S BEEN A RUNAWAY WITHOUT A GIVE-A-WAY. 

OVff? 30.' 

Aow \\ QA]M lias jumped o\(M' tlie 30% mark in share of audience all 
day. That's what (he newest Hooper says. eontiuuin<i- a draniatie. drastic, 
fantastic change in Southern Florida listeniiifr since the start of Storz 
Station pro<iraiuining- at WQA^M. 

All this has been accomplished without so much as a single give-away, 
and without a single contest which required ])artici])ants to he tuned in 
in order to Avin. 



WQAM . . . 


. . 30.1% 


Station '"A" . 


. . . 15.3% 


Station "JV . 


. . . 14.8% 


Station "("' . 


. . . l.VA 


Station " D" . 


. . . 7.3-; 


Station "E" . 


. . . ().8%. 


Station "F" . 


. . . 4.9% 


Station "G" . 


. . . 4.G% 


Station "IT' . 


. . . 4.3-; 


Stat ion " [ " . 


. . . •i.tiS. 


Others .... 


. . . 2.0% 


* II tut per , J nn .-Feb . , 


HI.-] 7 


7 fi.ni.O p.m.. Mm}. 


rn. 



And . . . all this has (piickly caught 
the eyes, ears and budgets of adver- 
tisers, who are buying WQA^T, and 
jirofiting therefrom, l^eud an ear 
yourself to the Blair man . . . or 
\XQ\M (ieneral IManager JACK 
SANDLER. 



WQAM 

S(rvi)i(j (til of SoiitJirrn Florida 
irilh ').()00 wafts on 560 he. 

MIAMI 



^oday's Radio for Today's Sel/ing 



TODD STORZ 

President 




WDGY 

Minneapolis-St. Paul 



WHB 

Kansas City 



WQAM 

Miami 



Represented by John Blair & Co. 



KOWH 

Omaha 



WTIX 

New Orleans 



Represented by Adam Young Inc. 
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LET'S CUT spot's paper MAZE 

Who can cstiinatc the real potential of spot until 

huyiiij; is made less complicated via staiidardi/>ation ? 



^Tlii- week, the struggle to hack a 
trail through the paper jungle of spot 
bu\ ing goes on. 

In \p\\ ^ ork. the Station Represen- 
tatives \ssoriation and the Hroadcast 
Media Committee of the 4A's are 
drafting and re-drafting a proposed 
standard coudiination confirmation- 
contract form. The agenc\ of Sullivan. 
StaufTer. Colwell Ra) le> is develop- 
ing a similar form for their own use. 
\t CBS Radio Spot Sales, electronic 
hilling is now heing done on new 
equipment installed late in Decendier. 



Station W'lP in l'hiladcl|)hia. on the 
\erge of bringing automation to it^ 
bookkeeping department, has sent \ ice 
President Half Rrent to visit ^onie 
."Southern stations where such s\ stems 
ha\e recentlv been introduced. At thi^ 
moment, it woubl be hard to find a 
single agenc\. station or re|) firm 
\\here some new iflea i~ not under con- 
sideration or in the works for making 
?|)ot bu\p easier. 

The broadcast advertising industry 
is a bouncy, optimistic giant. It ha- 
e\er\ reason to be. Despite the most 



complex mechanics of buying and >>ell- 
in<x amouii all media, sijot t\ and ra- 
dio roarr on at the rate of about S-f )0 
million annually. Hut thiv bouncy 
giant al-o wa> born with a -strong 
streak of individualism and a resis- 
tance to any kind of collecti\ ism. If 
it ever outgrow^ enough of this to rec- 
ognize that standardization is the onh 
wa\ to dear a\\a\ the tangle of |)aper- 
work and make it a tidy marketplace, 
then and then onl\ can it realize it- 
full potential. 

Tliat the indu-tr\ is nio\ ing in on 
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THIS WE FIGHT FOR Jfr fight for easier 
methods of coordinating and launching spot 
radio and tv campaigns. Much more spot 
would be used if agencies could be shown ways 
to reduce details presently inherent in buying. 



this objective is apparent from accom- 
plishments ill the recent past (SRA's 
standard availabilities form is an ex- 
ample) and what is going on right 
now collectively and individually. Hut 
evervonc agrees that spot will continue 
to be the toughest and most-time-con- 
suniing medium to buy until these 
basic needs are fulfilled: 

1. Faster and better-screened avail- 
abilities. 

2. Kaster handling of confirma- 
tions. 

3. Faster returns of contracts. 

4. Faster and more accurate in\ oic- 
ing. 

5. Prompter payment of bills. 
Communications breakdowns, paper 

pile-ups. clerical inefiiciency. duplica- 
tion of work, and a quaint disregard 
for uniformity are the bottlenecks in 
spot buying. Further complications re- 
sult from the confusion over coverage 
( See \CS \o. 2 Coverage Muddle, 
SPONSOR 2 February 1957) and the 
fact the nearly all the advertisers want 
to crowd into the same time periods. 

To pinpoint problems and explore 
possible solutions, sponsor went to 
the fountainhead — to the 4A's, SRA, 
agencies, stations and representatives. 
Here is what it found out: 

Even if spot never mends its ways, it 



will continue to do a large volume busi- 
ness. As one agency executive put it : 
■■,\o other media causes us more head- 
aches and wasted time to buy than 
spot. But we'll go right on buying it. 
\o agency has a right to sacrifice a 
client's interests for the sake of buy- 
ing what is easy to buy." 

But another adman pointed out that 
spot because it is shot through with 
paper thunderbolts — is losing a lot of 
"tail-end" buys. That is, when it 
comes to investing the last couple of 
tliousand dollars in a budget, the temp- 
tation is to select a less-complicated 
purchase than spot. At such times, it 
hardly seems worth the trouble. 

The ultimate answer to smooth, effi- 
cient buying of spot radio and spot 
tv lies in reducing the number of 
forms now used and the standardiza- 
tion of what forms are left. The Uto- 
pia, many feel, might be a Central 
Clearing House for spot — a non-profit 
organization set up by the stations to 
handle all bookkeeping and billing de- 
tails. Some industry people believe 
that such a clearing house system 
could get off the ground for as little 
as SIOO.OOO and that maintaining it 
might cost member stations (depend- 
ing on how many would join) as little 
as .05 to 1 % of their annual gross. 



All bills would emanate from such a 
clearing bouse on standard forms. 
Agencies would get one itemized in- 
voice covering all the bu)s of an\ one 
account. Tliey would send a single 
check to the clearing house, which in 
turn would handle all of the nccessar) 
details of individual payments to the 
various radio and television stations 
that are members. Such a central 
billing system would not in anv wav 
eliminate the selling now done hv reps 
and stations. It would simplv take 
over the bookkeeping details to free 
both stations and reps for greater 
promotion and sales efforts. 

The stumbling blocks in the road to 
this Utopia pointed out by others in 
the industry are: (1) How to get the 
majority of radio and tv stations to 
underwrite such a plan? (2) How to 
get members of a competitive business 
such as broadcasting to operate open- 
ly through such a clearing house? 

Far-fetched as it may seem, such 
systems are now working smoothlv for 
other businesses. The financial world 
has used it for a long while. The mu- 
sic publishing business — which can 
hardly be termed non-competitive — - 
has made its highly complex business 
a smooth running machine through a 
similar set-up. 

About 30 years ago, the Music Pub- 
lishers Protective Association was 
formed in New York City. Only a 
handful of major publishers were the 
nucleus. It handles all the licensing 
for its publisher members, receiv es the 
payments, handles all bookkeeping de- 
tails such as posting payments against 





Automation niay yet iron out the wrinkles in -pot buyinfi. TvB is awaiting delivery of 
the IBM Random Access .Memory Accounting Machine (aiiove) which will be storehouse for 
a lot of vital information needed in hnying ^pot tv. At right, is RCA closed-circuit tv 
system that -p<'eds comuuinications within a Dallas bank. Could it he used for quick avails? 
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lifL'iises, (lisl)iir;*cs payiiifiits tii it> 
piiblisliiiig liDiisc inriiihrrs, le;iviiig tin* 
liittcr with iiotliiiif; to do hut hirnk 
down royaltirs for thrir iiulivi(hi;d 
loiiiposers and l\rl(i>t>< and plug 
their songs. 'l'oda\, tlic a^^oiiation 
has grown to a niend)ership of ahout 
100 music honscs who |)a\ at the rate 
of 3Vi:/' on tlii-ir hnsincss for the 
service. 

At both HMI and A.^CAI', siniihir 
set-ups make for ;inM)oth operations. 

Until Lt()])ia comes along, here arc 
some things that are now being done 
or that eouhl be done in 1957 to make 
spot easier to buy. 

• Universal adoption of SKA Stand- 
ard Availabilit) forms. Although prac- 
tically all meinhcr firms of Station 
Representatives Association use the 
standard form for availabilities, there 
are a number of rep firms who still 
cling to their own methods. 

• A standard combination Confir- 
mation-Contract form. This is now in 
the works and nia\ see fruition soon. 
SKA onl\ rccentlv presented one such 
form to the 4x\'s. It was returned last 
week with suggested changes. Both 
associations are anxious to perfect it 
and put it to use since it is possible as 
both reps confirmation and agency- 
station contract. It will eliminate the 
duplication of paper work now plagu- 
ing agencies, reps and stations and 
will speed up the process from order 
to payment. 

The present system works like thi?: 
The agency asks for avails, selects its 
buys and notifies the rep. The rep 
checks to see that agency selections 
are still available at stations, then 
v\'rites up a confirmation. {The prac- 
tice of a confirmation originating with 
a seller is peculiar to air media, in 
almost any other industry , it comes 
from the bu\er. But in broadcasting, 
the buyer can t he certain that what 
he wants to buy is available, so it must 
coine from the seller.) The rep sends 
the confirmation to the agency, a copv 
to the station, and keeps copies for his 
ov\Ti files. 

From this confirmation, the agency 
draws up a 4A's contract. Sometimes 
there is a long time-lapse between con- 
firmation and contract. Contracts have 
been known to arrive at stations sev- 
eral months after the show or an- 
nouncements have gone on the air. 
But when they do arrive, these con- 
tracts must be posted against the origi- 
{Plea^se turn to pas:e 82) 



ll 



I 
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THE PROBLEM AREAS OF SPOT 



Il'i'oldnii: llow c;iii n-ps is?iiic tn-tcr rr|inrls on 
■ aviiihilMlitics';;' lIov% llicsc jimmIh Im- ^(•n•cllc(I 

to (it iigciiey wniits :iiid iirc^ciilcd to hjivc lime? 

Solution: Through still i lo^er ronnnniiit atioiis tic^ between rep- 
and their stations and by widespread n>-e of SK \"v standard avail- 
ability form. Agencies should not re<|uevt the iiripo-sible. but 
reps should not show np at p.m. \\itlia\aiN promised for noon. 
Actually, all reps are constanth v\orking out impro\ements 
in this area, are in clo^e contact v\ ith station-^ \ia I \\ \ or Fax. 



I'roldeni: Why i^lKnild inontlir^ ehi|ise Iietwceii 
r(iiifn-Mi:iti(nis frnni reps :ni(I eniitraets frnni bta- 
lions? W'liv not one ('onfirniatinn-ennlrnet form? 



Solution: Such a form is right ncnv in the works at ."^K \. One 
version has alreadv been presented to the Broadcast Media Com- 
mittee at the lA's. Both Larry Webb at SUA and Ken Godfrey at 
lA's hope that a mutually acceptable form v\ill soon result and 
he accepted as the standard for the industrv'. It would eliminate 
a big chunk of paperwork and duph'cation of effort in spot. 



I'roBltMii : Why iiiu;*! ngnicies <iel involved in sla- 
liuii h(iokkec|iing? When wiU iiiiiforiiiity come 
In stntinn hilling so that hills will he accnrale? 

.Sohition: Automation, in form of electronic bookkeeping-billing 
systems is not being tried out for speed and accuracy. The 
lA's is currently studying the billing problem and has developed 
a preliminary uniform invoice and affidavit, which when per- 
fected and if adopted as standard by the industry would go a long 
wav toward making the purchase of spot much less frustratinfr. 



I'nihleni: Slalinns siiy that agencies are often in 
arrears in payiin'iils. and agencies say this is (hie 
in most part to ineflieienl. non-iinifurni invoicing. 

Solution: Better than simpiv standard in\ oices would be a Cen- 
tral Billing agenc) — a non-profit corporation set up by stations 
or reps from which all invoicing would come and to which all 
payments would go. It might operate for as little as $100,000. 
cost member stations around I'^t of business volume to maintain. 
Such clearing houses work for banks. BMI. ASCAF. MPPA. 



NOTE: For more on spot buying, see "Sponsor Asks" on 
page 50 where SPONSOR carries industry answers to its 
article of 23 Feb. by Max Tendrich, v. p. Weiss & Celler 
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HOW COPPERTONE STAYS ON TOP Wm 



Finn holds lead in snntan oil sales against heavy advertising competition 

hy concentrating $200,000 seasonal hudget in weekend d.j. programing 



an a small company u ith a limited 
budget maintain its leadership in a 
field once giant ad\eitisers step in? 

Charlie Clowe, president of Copper- 
tone, maintains he can hold on to the 
edge he has in the suntan product field 
despite such major cosmetics firms as 
Kevlon which came in a \oar ago with 
ihe hacking of high-rated network t\ 
programing. So far he s proved his 
point by retaining Coppertone's posi- 
tion as one of the two leaders in the 
suntan products field. 

He's kept his lead with a two-fold 
strategy: 

• Concentrates his advertising bud- 



get in spot radio where he can afford 
effective frequency. 

• Gets strong local salesmanship 
from disk jockeys through frequent 
personal contact with them. (See pic- 
ture on page opposite.) 

Clowe literally woos radio personali- 
ties. Example: 

A recent dinner party at Miami 
Biscayne Terrace Hotel for d.j.'s. Out- 
side, a cool ocean breeze sways the 
palm trees. Inside the dining room, 
the smell of steak mingles with the 
smoke and a big, bluff man -with steel 
grey hair and a sportsman's tan is 
telling jokes to a group of young d.j.'s. 



It's Charlie Clowe, president of Cop- 
pertone, practicing his own brand of 
personal salesmanship on the men who 
sell his products on the air. 

"If you're going to get the full im- 
pact out of spot radio y ou've got to 
have local personalities put conviction 
into selling your product in their own 
words," Clowe told sponsor later. 

"We find that d.j.'s do a terrific job 
for us. when they know the product 
and the sponsor personally. " 

His close relationship with d.j. s is 
one of the cornerstones of Coppertone'- 
radio advertising strategy. Last vear 
this suntan products company, head- 



1 

Spot radio will be used in 100 markets this year. (L. to r.) M. Gusman.Coppertone v.p., J. Stoddart, a/e, C. Clowe, Coppertone pres.. talk copy || 



)0,000 IN SPOT RADIO 





Sales ro^f from $173,000 in 1930 lo .? t million in 1956. Radio 
plavfil major ri)Ir in cxpan-ion. \t Cop[icrt(iiic plant (\. to r. t 
Frank >. (!rji^, roppiTtonc sali - nianat;<T; John '^toililart, a i-; 
(!lijrli--i 1". CIiiwi-. ropprrtiinf, pr< -.: Maiirici" Gusman, firm \. p. 



Sponsor-d.j, contact improM-- d.j. prr-onal railii) pittli. 
\t clit-nt dinner (.'lowc (second frfini r. I i-ntcrtain- Bob Gii>- 
tiKin, ( ioppcrlonc di-trict mgr.: I.t-e Ta>li>r. WIN/, Miami, d.j. 
• -••ali-dl. \ri\ Power-, Kirl)> IJrook-. Jim Harper, \\ I\Z d.j.'* 



((iiartcrcd in .Miami, applied its theories 
(HI n lO-?tatt<)ii spot radio campaign in 
•>7 maiket*. Plie clTort pro\ed so suc- 
cessful that the campaign is expanding 
into 100 markets thi^ )ear. and ^vill 
arcduiit for more than .$200,000. or 
o\er .lO' f of Coppertone's entire ad- 
\("rti>iiig hudget throtigli Grant Ai\- 
\erti>ing. Miami. I The remainder goe^ 
into outdoor and point-of-sale.) 

Clowe s aggresst\e salesmanship and 
Use of advertising has catapulted Cop- 
pertone from a small local business 
with S173.000 in sales volume in 1950 
when he hotight the firm into a Si mil- 
lion (in retail volume) company in 
19.16 with thoroughly national distri- 
hution. Advertising has played a major 
role in Coppertone'^ national and in- 
ternational expansion since Clowe took 
o\or the nianagemetit. 

This is Coppertone's 19.57 spot radio 
approach : 

• 7 lie finii uses 10 lo 20 tiiinuiiin r- 
merits u eeLlv. oti can't hti\ too 
tutich radio hut yoti can buy too little." 
says Clowe. '"We feel that under 10 
announcements a week isn't efTective." 

• Annuiiiicrrricnls arc concentrated 



on the n eehend to reach people at the 
time when thej re tno>t likel\ to hu\ 
-untan j)roducts. \\ ith impul>e our- 
( ha>e items ^uch a- stmtan pro(luct>. 
says Jack Stoddart. Grant account ex- 
ecutive for Coppertone. it's important 
to get the message to peoj)le when need 
for the product is uppermost in their 
mind. 

"I was thinking of that coming to 
work this morning," Clowe told spon- 
sor. "'V^'e tried hu\ ing announcements 
across the week here in Miami, a? an 
experiment. But that dilutes our fre- 
qtiency. NN'e're going to concentrate 
the 20 announcements in two da\s 
again.' 

• Coppertone's air effort is seasonal 
(from June through Atigust) in most 
market.-". \ ear- round oidv in >uch sun- 
hlest area< a> Miami and Palm ."spring*. 

• The company's sales force partici- 
pates actirely in time hininp. Copper- 
tone lui- 111 di-tri( t niaiKiizcrs who 
know the i e(piirement> of their area, 
and tend to know station personncd in 
their cities personallv. 

"These men know how nittch inone\ 
they ha\e to spend and what the\ 



want," sa\s Jack btoddart. '"So the 
Detroit district man, for instance, can 
consult with Grant's Detroit oflice on a 
radio bu\. Generally, "-ince we bu\ 
weekend music-and-iiew s adjacencies, 
we lean somewhat toward the inde- 
pendent -tations in a market." 

Grant \d\ertising, with its nine 
domestic offices and 26 offices outside 
the I . S., is in a good position to wf>rk 
with these district men on localizing 
the effort. 

"Spot radio has local itnpact by defi- 
nition," says Stoddart. 'Tt stands to 
reason that wed localize the buying 
efTort a* much as possible also in order 
to make the most suitable media de- 
(■i-«ions."' 

The agency sends d.j.'- a recorded 
jingle and a fact sheet from which the\ 
( an adaj)t their personal sales pitch. 
I he jingle, written in the Miami office. 
i~ produced in 'Ne\v ^ ork and <uper- 
\ i-ed 1)\ Grant - New ^ ork radio «tafT. 

Chanted by "fndian-like" malf 
\oi((- to the beat of totn-toni. tin- 
jingle >ays, "Tan — don't burn. u*e 
Coppertone. " \fter the chanted slogan, 
an "Indian baritone voice ad\i*e-: 
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COPPERTONE continued . . . 

Coppertone say! 

Let in friendly tanning rays — 

Block out rays that burn 

Don't be a paleface. . . 

Use Coppertone! 

In a year ^vheii many major cos- 
metics companies have entered the sun- 
Ian products field, there's a basic mar- 
keting philosophy behind Clove's ap- 
proach to advertising. Coppertone'^ 
budget, Cloue says, would be spread 
loo thin in television. 

"iSetvvork radio wouldn't answer our 
needs either, because we'd compete 
with our small funds with too manv 
other products and lose the personal 
touch of d.j.'s. We feel it's best to 
dominate as much as possible the par- 
ticular segment of a medium you pick 
for yourself. In our case, that's spot 
raido on weekends. ' 

Coppertone's cop\ . unlike that of 
some of the firm's major competitors', 
is written with male-appeal in mind. 
Use of suntan products has become 
thoroughly accepted by women over 
the past decade or tv\o. In fact, women 
between 18 and 35, according to 
Clowe's surveys, are the liiggest con- 
sumers and control buying of suntan 
products for the family. However, 
there's now a definite trend for men 
to use some suntan products. 

"'And our jjroducts arc packaged and 
advertised in a way that doesn't make 
men feel 'sissy' when using them," 
says Clowe. 

Coppertone's copper-colored bottles, 
jars and tubes are nov\' being dis- 
tributed not onlv nationally, but into 




Sportsman-president Charlie Clowe, 

uith 90-pound tarpon, takes portable radio 
along on fishing trips. He feels sur\-eys 
still underrate out-of-houic radio listening 



such farflung areas as Hong Kong, 
Tangiers, Europe and Latin America 
as well. In most overseas markets, 
outdoor and newspaper advertising are 
the mainstay of the sales effort, but 
where radio is commercial (Latin 
America, some European countries, for 
instance), Coppertone distributors use 
the firm's announcement technique. 

Today, Coppertone, is the only firm 
in the U. S. which is exclusively in 
suntan products. It is one of the two 
leaders in the suntan field for all types 
of suntan products, such as creams and 
lotions, leads sales of suntan oils. 
Clowe says Coppertone is neck-and- 
neck with Sea and Ski, followed by 
Skol, Tartan, Shulton's Bronze Tan, 
Squibb and Revlon Sun Bath. 

In 1950, when Clowe bought Copper- 
tone, his surveys showed that 25% of 
all people going on vacation were 
using some suntan product. Since that 

! ARTICLE IN BRIEF' I 

Coppertone gets mileage out of its 
$200,000 spot radio budget by con- 
centrating 10-20 announcements on 
sun-season weekends. Firm built its 
sales leadership from $173,000 in 
1950 to $4 million retail volume 
through aggressive advertising. 



time other companies have entered the 
field, some with heav^' network t\' ad- 
vertising which their suntan products 
share with their cosmetics line (e.g. 
Revlon). Through this increased ad- 
vertising and education, Clowe finds 
that the entire suntan market has in- 
creased. Today 40 to 50% of vaca- 
tioners use some suntan product. 

Says Clowe, "I'm from Missouri. 
The Madison Avenue boys scare me. 
We're down to earth here. This little 
company has developed its advertising 
program on trial and error, not on 
market sur\'eys. I believe in market 
surveys, but unless you test them for 
your product, you'll be chasing rabbits. 

"Before we put on ad program na- 
tionally, we try it right here in jNIiami. 
All markets in this country are the 
same. People are the same and their 
vacation habits are the same. So if it 
works here, it works in the rest of the 
country." 

Clowe started promoting heavily 
from the moment he bought the small 
local suntan products company in 
1950. At first, he used only point-of- 
bale material. Then as he began add- 



ing products to the line (there are 
now nine products in varying sizes), 
he felt he needed national advertising. 

In 1953 he bought quarter-page ads 
in Seventeen, Glamour, Mademoiselle 
and Modern Screen. 

During the next year, he stepped 
up his magazine advertising. He also 
used 20- and 60-second films in 10 tv 
markets and began using spot radio in 
25 markets. 

"For our type of selling, personal- 
ized spot radio produced the best re- 
sults,"' he told SPONSOR. "In 1955, we 
cut out tv, cut back magazines and 
went into radio in a bigger way. We 
tried net radio for seven weeks, but 
were disappointed in the results." 

By the time Coppertone switched 
from a local Miami agency to Grant 
in August 1955 (principally because 
of Grant's broader facilities and ex- 
perience in timebuying), the formula 
for spot radio was beginning to take 
shape. In 1956, Coppertone began 
using 24-sheet posters, about 1,000 of 
them through the year, but put the 
bulk of the budget into spot radio on 
40 stations. This year the spot radio 
effort will be made in 100 markets. 

Clowe's close relationship with the 
disk jockeys who sell Coppertone on 
the air stems partly from his own ex- 
troverted, sportsman personality. A 
few Sundays ago, for instance, he took 
Kirby Brooks, WINZ, ^liami, d.j. 
along on his 65-foot-boat for a fishing 
trip. On his daysdong fishing trips, 
Clowe often finds that his only contact 
with civilization is his portable radio. 

"And I figure there're millions of 
people like me who listen in boats and 
on beaches, and no survey seems to 
have done outdoor listening justice 

yet." 

By the time Clowe arrived in Florida 
in 1950, fresh out of the shoe industry, 
he was ready to find a nice, relaxing 
business. His two sons and daugliter 
were grown (He's a grandfather three 
times over now), and therefore family 
considerations weren't a factor. "By 
the time I came to Florida, I was look- 
ing for a nice warm climate where 
I could stay put and a business that 
could be developed from here. ' 

After 14 months of searching, he 
found Coppertone. In that year, the 
company had grossed $173,000. h< 
distribution was 90% in Florida, and 
10% in neighboring resorts. Clone 
bought the company with two asso- 
ciates. Today he and a .p. Maurice 
Gussman are the sole owners. ^ 
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'Spectacular" commercial was four-minute lour guick'ii by Hetty Furne^^ through imaginary liome of the future equipped wiih lv-tel<-phi>ne 



A SPONSOR COST ANALYSIS 



WHERE DOES THE MONEY GO? 

Westiiiglioiise })iit S26,000 into one "spectacular" commercial. 

Here's an analysis of llie cost com})onenls, production })laniiin«>: 



^Jnce a year for many multi-product 
ad\erti?ers an occasion arises that re- 
quires a big. o\er-all promotion on 
network televi?ion. 

On 11 Keluuary. W estingliouse 
(through McCann-Erickson) staged 
such a promotion as its contribution 
to National Electrical W eek. West- 
inghouse did the joh with a "spectacu- 
lar"' four-minute live commercial on 
Studio One. CBS IT. 

This commercial, replacing West- 
inghouse s usual product commercials, 
showed an imaginary "electrical world 
of the future." It cost the sponsor 
S26.000. or double the normal cost 



for all its conmiercials in one show 
combined. 

\\ estinglu)u>e's experience in doing 
this costl) commercial is applicable to 
man\ nmlti-product ad^ertiser^. The 
commercial did not try to sell any cur- 
rent Westinghonse product, but ^et out 
to provide the impression of a for- 
ward-looking and research-conscious 
company. The atmosphere. \\ esting- 
house feels, translates itself into sales 
when coupled with \ear- round hard- 
sell advertising. 

The S26.000 W'estinghou^e spent on 
the commercial sounds particularly 
formidable when vou realize thi* sum 



will pav for some half-hour film shows. 
Ilere s how and where the money was 
-pent : 

The work and planning that had 
gone into this "spectacular" actually 
predated its one-time showing b) -i\ 
months. That long ago McCann-Erirk- 
son asked CBS T\ to -cout out a 
Studio One script which would tic in 
with National IClertric X^'eek and be a 
good vehicle for such a conuncrrial. 

In December the agcnrv besan plan- 
ning the actual commercial. Two copy- 
writers were assigned to the job i.Mr-. 
Shirlev Schlubach and Bill Scudder. 
copv supervisor I and w orked closch 
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WHERE DOES THE MONEY GO? continue,! 



with art director J. Wesley Doyle on 
the \ isual conception. The finished 
prodncl was a 16-page script, includ- 
ing the introduction featuring West- 
ingliouse executive v. p. Mark Cresap, 
the four-niinute middle commercial 
and the closing commercial on house- 
power. 

Although this middle connnercial 
was not telecast in color, it had to he 
produced in CHS Color Studio 72, be- 
cause that's the largest CHS studio on 
the East Coast. The complicated sets, 
showing the house of the future, re- 
quired an entire studio for the com- 
mercial alone. 

Betty Furness, dressed in 1957 fash- 
ions, acted as guide and commentator 
in taking viewers through this futur- 
istic home. 

"Actually, Westinghouse engineers 
didn't guide us in the electronic prod- 
ucts and services we predicted for the 
future," Bill Scudder, McCann tv copv 
supervisor for Westinghouse, told 
SPONSOR. They didn't want us to do a 
drawingboard concept of products, but 
rather let our imaginations run wild." 

This meant spending hours in the 
library browsing through science fic- 
tion stories to get the proper atmos- 
phere. These products of the writers' 
and art director's imagination were 



then translated into wood and cam as 
and paint props liy four men in the 
CHS TV Special Kflects Department at 
a $.5,000 cost to the client. 

Eaves Costume House was commis- 
sioned by Doyle to make up special 
costumes. The agency rented these at 
81,000, since buying them would have 
been even more expensi\e. 

The result was a free combination 
of feasible products (tv-telephone) 
and blue-sky. Tlie main purpose, how- 
ever, was to humanize the world of the 
future so that the viewers would get 
a feeling of identification with an era 
Westinghouse (implicitly) is helping 
to usher in. Hence the script called 
for a teen-age girl talking to her boy- 
friend on the t\' phone. 

The total six minutes of commercial 
time (introduction hy Cresap, four- 
minute middle "spectacular" and clos- 
ing commercial) was costly. However, 

^_ ARTICLE IN BRIEF ' 

Westinghouse used "spectacular" $26,- 
000 commercial as part of annual in- 
dustry promotion and for prestige-um- 
brella to its year-'round advertising. 
Cost was double normal cost because 
of elaborate settings, special costumes, 
additional performers, studio space. 



iMcCann-Erickson anticipated reaching 
some 20% more people than the 22,- 
346,000 average audience Studio One 
reached in December (Nielsen). CBS 
TV's normal audience promotion was 
supplemented by Communications 
Counselors (McCann's public relations 
subsidiary) with promotion to the 
radio-tv and electrical trade press. 

"When an advertiser allocates an 
outsize budget for a major tv promo- 
tion, he should insure it through mer- 
chandising and promotion," Myron 
MacDonald, McCann v. p. and West- 
inghouse account supervisor, told 
SPONSOR. 

At sponsor's presstime, two weeks 
after the commercial had been on the 
air, the reaction was in from IMtts- 
burgh: Westinghouse executives, ac- 
cording to the agency, were delighted 
with the commercial and confident that 
it had fulfilled its objectives. 

The objectives, applicable to many 
multi-product advertisers, were the 
following : 

• Create an aura of a research- 
conscious, forward-looking company 
which serves as a "prestige umbrella" 
for the year's product advertising. 

• Provide a highly merchandisable 
vehicle for distributors. Westinghouse 
feels there's acceptance on their part 




Special effects included "city of toinor- Costumes, designed by Eave?, ucre rented Scenery construction, supenised by Ves 

row" iUustration by free-lancer R. Chambers, for $1,000. They created aura for inhabi- Doyle, cost S5,000 in addition to usual 

(i.) Bill Scudder, copy supervisor and Wes tants of Westinghouse's "house of tomor- Sl,400 for normal set design. Rotondo was 

Doyle, art director ^seated) planned concept row." Betty Furnc*- wore 1957 fashions commissioned to design sets for the "house" 
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of tlic need fur >iicli broad iiidiistrj 
Ijroinotions. 

• I'rornolr hrllrr labor rrltilioris. 
I li;it i)\H' of coiniuorcMal, sav ajiciiry 
i'\t'(iilives, j;i\('s i'mj)lo\i'os pride in 
workiiij; for tlic (•»)mj)anv. 

• I'rovulc nit'rcli(in([i.sirip; opportu- 
nities with iitilitit's. wlio arc hij; W fst- 
iiij;lioiisi' clit'iils. C(iii>unu'r products 
actually account for 27'"? of tlic firmV 

I)iIIioii fiross sales. "I tilitics, of 
tonrsc, like any t\i)c of pronujtion tliat 
encoiiraj;es use of more electrical ap- 
|iliaiiccs in the iu)nu',"said MacDonald. 

• Enhance the firm's prestige, j>iih- 
lic eonfidenet' in ir'estins^hoiist', and 
tluis pro\ ides the proper climate for 
lio\eriiment contracts. 

ill an era when major ad\ertise^^ 
s|)cnd tii)\\ards of $200,000 for a 
-in<;le t\ >pcctacular destined to create 
the proper climate for tin- si)oiisor'-^ 
\car-'rouiul ad\ertisinp cITort. rcmem- 
lier tliat sjjecial time for planning 
and an outsi/e budget for the com- 
mercials are needed. \\ hile the spccial- 
jiromotion tv vehicle is important, its 
efTecti\ cncss de|)cn(ls upon the actual 
selling message. And sjx'ctacular tv 
programing can overshadow an ordi- 
narv commercial. ^ 



ONE-SHOT DOUBLED COST 



T.M.Ii.NT 
$2,500 

KKIKCIS 
$5,000 

•>r\{;i;ii \M)> 

$4,000 

cosri Mi:.< 

$1,000 

KQl ll'\li;\T 

$2,000 

SKT Dl'lsifA 

$5,000 

NORMAL SI:T 
$1,400 

Cr.5 1M{0P 
$1,000 

CBS VAX 

$4,000 

$25,900 



<..ih1 r>-i[iiiii'il iiiiii- 111! Iinliii;: Iti-lis I (inn- >. 
I ^uul SiikIii) One piii Ii lui- l\\>i i>r llir<-i- lu il 



I .itrpfnlrr-, prDjc lunl to luiilil ■•ik li ••pcital 
i llci l\ trii-pliiiiic, l\ ki'i (111 ilii- wall 



Kdurt r' (piiri'il 7.")-niaii slmlin i ti w, fniir tiiix-- 
lli<- ixirindl niniilirr of "liiilio "ta^i- l)ani|>< 



I Itra modcrn look of a' lor- rnpiircil niak- 
in;; (•(i-iimn-- to f.rdi r an I rfiiiiuf; llicm 



"^i ript callcil for -prcial ti-cl iiiral i <piip- 
iiK'iit like nuil'-lmun miki-- lii<Iili-n in cjolhi-- 



.Scveral set*, made of wood, cork, fil)crt:la-«, 
wcrr l)iiill lo rrpri"-rnt llic lioiikc of ihc fiiliiri' 



I -iial Stitilio One romiin-rcials rc([iiire our or 
two '■ft- sliowinp part"^ of kilchen. for m-taiirc 



Nflwork Special Effect- Department ii-ed four 
men on several day- to bnild -pecial prop- 



Coniniercial recjuired Miidio 72, lar^e-i C HS 
T\ color sindio on Ka-t Coa-t. 120 x 100 feet 



This lotal includes -iicli iieni- a- illii-tra- 
lion of futnri-tir cily painletl l)y freclanrcr 




Talent co^t $2,500 for nine, inclndinc 
Beity Fiirness. Sleeping hoy in future home 
can be watched by mother on her "home 
television network" from the living room 




It* 



Technical facilities ro-t St.OOO, since 
commercial required LBS TV's large-i East 
Coa-t Mudio, color -tudio 72. vhich i' 
120 \ 100 feet, plu- CRS TV crew of 75 




"Props and "special efleci- like free/t r- 
oven combination for modern kitdicn co-i 
S5.(X)0. De-ign-. followed by ( B> special Ef- 
fect-, were ba-ed on copywriter imagination 
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Exchange of knowliow between Erwin, Wasey's British and American staffs is finalized by, left, Ron Crichley, research dir.. in London, and 
Austen Barnes, dir. of London office; right, Rollo Hunter, tv-radio dir.. New York. J. Edward Reich, who moved from L.A. to London as tv dir. 



ERWIN, WASEY'S TV LEND-LEASE PLAN 

Two-way exchange of tv techniques helps 

pave way for British commercial telecasting 



^Lrwin. Wasey advertising agency 
has just started its own variety of lend- 
lease with England. The lenders and 
the leasers are (1) all the agency 
branch offices in the United States and 
(2) the Great Britain headquarters 
office in London. The item they're 
exchanging is the coniniercial tv 
know-how of each country's experts. 

Austen Barnes, director (or, in 
Aniericanese, vice president) of the 
London compan}. has just returned 
there after a lengthy tour of television 
and ach ertising centers in the U. S. 
and Canada. The pivot on which his 
\ isit revoh cd: a bilateral exchange of 
television ideas for coniniercial an- 
nouncements. His goal, and that of 
the international-minded Erwiii. Wasey 



board: the development of new ideas 
for British tv (coniniercial tv there will 
be two years old in September) and 
stimulation of "second thoughts" for 
the 10-year-old American tv. 

Barnes and his research director. 
Ron Crichley. conferred with agencj' 
executives in every department, but 



1^^^ ARTICLE IN BRIEF . 

Erwin, Wasey advertising agency ce- 
ments U. S. and London staff rela- 
tions by exchanging tv knowhow and 
sending tv creative chief to super- 
vise London tv as commercial tele- 
vision zooms there. Concept: Britain 
is the advertising gateway to Europe. 



concentrated on conversations with 
Rollo Hunter, director of tv and radio 
in the New York office. They made 
plans to have a regular and continu- 
ous screening of U. S. and British 
storyboards, sample scripts and fin- 
ished film commercials at all agency 
offices, with New York the channeling 
point. And, coincident with this new 
film review plan, they gave an impres- 
sive nod to the potential stature of 
commercial tv in England by assign- 
ing a top tv expert to London. 

Hes J. Edward Reich, who left 
leceiitlv for a 7,000-mile trip from 
his work as director of the television 
department in Erwin, Wasey's Los An- 
geles office. In his new job, as tv crea- 
tive director in London, he heads up 
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;i 20-|)crM)ii (l('|);irtiiiciit wliieli iiicliKlcs 
six writers and 12 production a>si^t- 
aiits. TIic\ s('r\ ice iCW accoiitits in 
tlirfc catcjiorics : I I) I'. S. ar- 
coiitits with Urili-Ii di-trihution; (2) 
I^ritisli coiiipatiif-" allllialcd as sul)- 
sidiarics or hraticlics of I . com- 
panies; (3) l^^iti^lI-onl\ eoiircriis. 

Ilartie-", in d i>ciiN^in^ plans for e\- 
pan>ion of his tv creative stalT, ex- 
plained some of the rea-^oiis this 
is heiii}; done, Tliese rea>oiis reflect 
some of the tliiiikiiig of e\ery iiiteriia- 
tioiinl-mindcd ageiicj and advertiser. 

(iii'ciihitioii : ^et cireidation is 
jirow ing fast, w ith rommercial telc\ i- 
sioii operation. I I "A (Independent 
Television Authority I now operating 
in areas where lO'^c of the nation's 15 
million families li\e. However, only 
ahoiit three million of these families 
have sets e<|uipped to tune to hoth the 
non-commercial (I5riti.-li Hroadeastitig 
Corp.) channel and the conmiereial 
one. Four cities now have tv, and plan> 
include Scotland this year. \\ ales next. 

Audience: Hecause there has never 
been commercial radio in England, 
there have I)een no connncrcial copy- 
writers or prtxlneers. And. for the 
same reason. "People ha\e been con- 
ditioned to entertainment only, and 
they aren't used to ronnnercials." But. 
Barnes says, "they're now ready for a 
harder sell, and a more direct ap- 
proach than \\e'\e been using. 

''The V. S. is much more conscious 
of the viewer, and understands hini 
better, and we want to take advantage 
of what our agency has learned here. 
We re taking the approach that the 
V. S. is our 170 million-person test 
market! And we want to learn fast 
some basics which the I . S. knows af- 
ter more than a decade of telecasting.'" 

S[)Oiisor!?lii|> : There's no sponsor- 
ship, as such, in Britain. Advertisers 
cannot have integrated commercials 
inasmuch as tv s "editorial" content 
is completely separated from its adver- 
tising. No programs or program seg- 
ments are sold, just announcements 
(six minutes per hour, all told), and 
these on a run of schedule basis. An 
advertiser pays a 10*^ premium for a 
specific time slot. 

Therefore, there can be no star 
''testimonial" or endorsement, and no 
program identification with a product. 
Because of this, greater emphasis has 
to be placed on conuuercial copy. An- 
other reason for developing attention- 
getting copy: quintuple spotting is 
frequent, with five announcements 



ranging from >c\cn to ()0 ^rcomU tbiit 
.'Ul's are the nio-t popular) eomprting 
for audience attention at the hour 
mark. But ('onnnereial brrak*^ "are 
tie\er arbitrary," says Barnes, ''as the\ 
-eem to be with t\ in the I . Brit- 
i-hei> wonid ne\er xtand for >oine of 
the unnatural intrn-^iotis into the xtorN." 

l''Hni: V-^ t\ giKws older in Britain, 
it follow^ the I . S. pattern from li\e 
to film. \ year ago. almo>t all pro- 
graming and eoimnereiaU wer(; li\e. 
Today. 7.")'^; of all t\ programing i> 
filmed: about f of the eonnner- 
eials. This calls fof him >peciali>t-, 
and artists who concentrate on tv \ is- 
uali/.ation. the agency e\eenti\e ^ays. 

.AhM eliiiinlifiiiig : Erwin. Wa-ey ha< 
an enigma in the problem of merchan- 
dising its tele\ ision buys. If the time 
is not fixed, and there's no personality 
oi' program tie-in, how do \ ou mcr- 
( lian<lise \onr telc\'isiou advertising? 
This is a marketing nut he hopes to 
crack with the aid of Keich and mar- 
keting specialists. "We merchandised 
coimnereial tv for the first time in 
Flngland la^t November, when we tied 
in our t\ commercials for the Bacon 
Information Council with a cookbook 
cross reference in newspaper advertis- 
ing. But we still haven't found the 
final answer. " 

A(I\ortisers: Tbe London ofiBce 
handles tv schedules for both Ameri- 
can and British accounts. The only 
t\pe of account which is not accept- 
able on tv there is a lottery or sweep- 
stakes, says Barnes. As for hard lirjuor 
accounts. "We can use tv ad\ertising. 
But almost all alcoholic ad\ertisiug on 
tv is for beer and w ine because Scotch 
is still in short supply. It's exported 
to the L. S.!' Some of Wasev's Lon- 




don a< counts: Coca-Cola, Marfak, 
I'ride, (Jarnatiun, Coodyar, lloo\ri. 

( loinpctitiott : I idik<*ly a~ it scf-m- 
to most Amciieans, then- are tnoic 
than 100 ad\eitising agencies in Kiig- 
land. lli)we\er, "oid\ 10 or 12 lia\<- 
a te|c\i-.iou •lepartment of an\ si«.>iii(i. 
cait<'e,"" s;i\ s B;irnes. I.rwiii, \\ ascy lia» 
a total billing of more than ntil- 
lion (some §12..") ittillton). and about 
12'; or Sl..'')0O.0()O of this is spent on 
tv atKertising. 

Keieh. who had ne\er been in I'.ng- 
land, had ne\ erthelfss been briefed 
thoroughK on what to e\pe<t. He had 
half - formulated some departmental 
concepts before sailing. 

"I'or one thing, we're going to de- 
\clop tv writers. I ntil now, the cop\ 
writers have necessarily been ground- 
ed in print because there were no 
broadcast media. 

"We're going deeper into nioti\a- 
tional research. We don t think there s 
any basic diflerence between British 
and American people, and one of the 
biggest misconceptions lia< been the 
belief that there are many diflerciices. 
Buying impulses are the same: the dif- 
ference is in buying habits, and the in- 
fluences which determine them. ' 

London is the first major interna- 
tional capital to take advantage of 
America's tv know-how, says Barnes, 
and bis new set-up is an accentuation 
of this borrow ing process. "And Lon- 
don is the gateway to Europe;. Com- 
mercial tele\ ision is coming along in 
Europe, particularly in Germany, and 
as Europe itself becomes more inte- 
grated it will become interested in and 
borrow modern ad\ertising technitjues. 
A major aspect of British tv will be de- 
\elopnient of a European market. ^ 




Bacon Informaiion f oofx il -lidi- i- from 
IV rommprcial. one of K\X arcodnl- u-ins 
5poi. London liUhnc is S12.S million 



New \niorican iv creative chief vmII wfirk 
in modern London office w'nh riafl of 20; 
»ix wriii-r? and 12 proddciion a--i-iani- 



IS PUBLIC 



SERVICE PROGRAIVIING 
IMPORTANT TO SPONSORS? 



It's key to station's "l)elievability," says Westiiighouse Broadcasting 

which sponsored indnstry's first local public service meeting this week 



I liis week in Boston executives from 
110 tv and radio stations aeross the 
nation met with prominent educators 
and puhlie servants under the auspices 
of W^estinghouse Broadcasting Co. The 
occasion: Iv-radio's first industry-wide 
conference on local puhlie service pro- 
graming. 

The three-day meeting, for which 
WBC spent $75,000, was ohviously im- 
portant in the realm of public welfare. 
But how signifirant is public service 
programing to the advertiser? (Most 
of this programing is unsponsored. ) 

SPO^soR put this question to Donald 



II. McGannon, president of Westing- 
house Broadcasting Co., on the eve of 
the Boston conference. McGannon re- 
lates public senice programing right 
hack to media buying strategy. 

'"The station which works for com- 
munity welfare," he says, "leaves in 
the mind's eye or the mind's ear an 
impression of character which makes 
that station more believeable when it 
transmits the advertiser's message. 
This has long been understood in the 
newspaper field. Public service projects 
are what makes great newspapers stand 
out among their competitors. But this 



form of stature-building is equally im- 
portant to the air media. 

'"The sound or the pictures a sta- 
tion transmits don't persist. But a 
station can create a permanent image 
based on its public service activity." 

Just what is public service program- 
ing? To many, it's programing of an 
informational character with a neces- 
sarily limited appeal. 

But Don McGannon rejects the 
theory that public service programing 
nmst equate with limited appeal. First 

{Please turn to page 40) 



Creative cannonade in public service field is objective of WBC 
Boston meeting with 110 stations. \^'BC President Don .McGannon (r), 



programing v.p. Dick Pack selected cannon, a revolutionar>- war 
replica, as meeting souvenir. Meeting took place 27 Februarj'-l March 





WBC PANELS COVER WIDE RANGE OF PUBLIC SERVICE TOPICS 



l-'ihn i>rolofiue with I ire I'residcnt liiiliard II. \i\on, .sjirt'ihrs liy 
FCC Chairman Crcoriic C. McConmiusiUr) , liiirycr Jom-iiIi \. If i lrli 
uiid spcdiil niiest Charlrs L. \ iin Dorm tn-re (imonn si ltrdttlrd Itinlt- 
lii;lils of If lie ptthlic servivr i)roi;r(irnin/; conlrrrni i- in Hostnn 
27 FehniarY-l March. Deh-patcs icvre urlionird by Uontdd II. 
M ( Cannon, If'IIC president. Chairman uas Hirhard M. I'ark, \f IW 
programing v.p. Slalions invited were crosx set lion oi I .>'. hroad 
ca.<iters selected for public service leadership, ^rope of program 
/'.V indicated hy following list of panelists and topics they diseiissetl. 




Carl Sandburg a[)[)(-arc(J in lilmi-d [irologwc. \^ IK^'s 
Itill Kiilunil (ccnli r) with r anif-ranian KaI[>Ii Lopaliii 



The Chollcngc: A prologue with Nice I'rc-idciit Hicliaid M. 
Nixon; Dr. Milton S, Ki>-(Mii;owcr. [uc^idiMit. Joiwi- liopkiu- I .: 
John F. Kennedy, U. S. Senator, Ma--;. ; Hear \(lni. 11. C. 
Kickover, USN; Dr. Ual[»Ii J. ilnneiie, nnder j-crretary. I N; 
Carl Sandburg. 

It Could Be You: Film with Hepe Cordir, KDKA. Pittsburgh, 
and Arnohl Stanp. 

Meet the Critics: Panel with Lynn Poole, director puMic 
relation-;, John- liopkin-;, chairman; Merrill I'aiiitt, n;anaging 
editor, Tl' Guide: Tony LaCamcra, radio-tv editor, Boston 
American ; l)w iglu Newton, radiotv columnist. San Francisco 
Examiner ; Fred Remington, radio-tv editor, Pittsburgh Press. 

Assignment Public Service — Freedom; Tv panel with Jerome 
H. Reeves, gen. mgr.. KDK.A-TN , Pittsluirgh, chairman; Ber- 
nard C. Harth. \.p.-gen. mgr., \\NI)l-T\. South Rend: 
llerherl R. Cahan, prog, mgr., WRZ-T\', Rostoii; Carl Fox, 
prog, mgr., KYTN , Springfield. Mo.; Lewis Freedman, pro- 
ducer. Camera Three, W CB'^ TN', New- York; Ralph A. Renick, 
news dir., \^T\ J, Miami. 

Assignment Public Service — Freedom: Radio panel with 
Gordon Davis, gen. mgr., KYW. Cleveland, chairman: Leon 
Goldstein, prog. v.p. W.MC.\, New '^'ork; Sherwood R. Gordon, 
pres.gen. mgr., WSAI, Cincinnati: Mark OId<, prog, mgr., 
K\\\', Cleveland; Sam Serota. dir. pub. relations-peeial 
events, WIP, Philadelphia. 

Showmonship in Public Service Progroming: Panel ^vith 
James Maeandrew, dir. of broadcasting. Board of Education, 
New York City, chairman: James T. .\ul)rey. Jr., prog, v.p., 
ARC T\ ; Dr. Frank C. Baxter, professor of English, U. of 
Southern California; Lewis G. Cowan, v.p., CBS; Dr. Bergen 
Evans, professor of English, Northwestern U.; William J. 
Kaland, natT prog, mgr., W HC; Robert Saudek, director, 
Tv-Radio T^'orkshop, Ford Foundation; Edward Stanley, man- 
ager public service programs, NRC. 

Television News: Panel with John K. .\L .McCaffery. \\ RCA- 
T\ , New York, chairman; Robert Breckner, prog, v.p., 
KTT\, Los Angeles: Bill Burns, news dir.. KDKA-TV, Pitts- 
burgh; James II. Ferguson, prog, dir., \\SAZ-T\', Hunting- 
ton, W . \a.; .Mike Wallace. WABD, New York. 

Rodio News: Panel with Sandford Markey, news dir., KYW, 
KYW-TV, Cleveland, chairman; Robert II. Forward, dir. of 
programs, KM PC. Los Angeles; Jack Kerrigan, prog, mgr., 
WHO, Des Moines: Daniel W. Kops, exec, v.p., WAN Z, New 
Haven: Rod MacLeish, news dir.. WBZ-WBZA. Boston-Spring- 
field: Gordon B, McLendon, exec, dir., KLIF, Dallas. 

Moking the Most of Informationol Film: Panel with Robert 
B, Hudson, prog, coordinator. Educational T\ and Radio 
Center, Ford Foundation, chairman: Richard Carlton, v.p.. 



Tran-laix Films; Charles F. Dolan. rx<-i-. Sterling 
Movies r.S. \.; Michael llayward, chief of operation'-, Kailio 
and ^ isnal Service Div., Dejit. of I'lih. Information, IN; 
Caleb Paine, manager, station services, \\|!(;i!, ^-rheneetady ; 
John F. W hile, gen. mgr., WQKD, Pittsburgh. 

Moking the Most of Spcciol Program Sources: Panel with 
Seymour N. ."^iegel, director, WN'lf., New '1 ork, chairman; 
Gertrude G. Rroderick, radio-tv education -peeiali-l, I'. .S. 
Office of Education; Guy Harris, jirog. mgr.. KDK \, Pitts- 
burgh; Dorothy E. Lewis, radio-tv consultant, LN; George 
E. Probst, exec, dir., Thomas Alva Edison Fonndation; Rarrir 
Thome, North American Represeiitati\e, BB('. 

Religious Programing: Railio anil iv panel with Dr. Rirliaril 
V. MeCann, Our Believing World, W RZ-TN , Boston, chairman; 
Albert Crews, dir. of tv, N'at'l Council of Churches of Christ; 
Rev. Waller 1.. Flaherty, dir. of archdiocesan Tv Centre, 
Catholic Archdiocese, Pjoslon ; Milton Krents, producer, Jewi-h 
Theological .'^eminar> : Bruce Wallace, mgr. promotion and 
pub. service, WTMJ, Milwaukee. 

Television Production: Panel with William C. I)cmp)-ey, prog, 
mgr., KPIX, San Francisco, chairman: Philip II. Cohen, v.p. 
radio-tv SSCB, New York: Ray W. Trent, prog, mgr., KDl'B- 
TV, Lubbock, Texas; Charles N'anda, v.p. (tv) WCAl'-TN', 
Philadelphia; \rnold L. Wilkes, dir. of pub. affair- and 
education, W BAL-T\', Baltimore. 

Programing Concert Music: Panel with Raymond S. Green, 
exec. v.p. -gen. mgr., W FL.N, Philadelphia, chairman: Martin 
Bookspan, dir. of recorded music, WQXR, .New York; Dr. 
Douglas S. Moore, exec, officer, dept. of music, Columbia U.; 
Ray L, Stone. .Maxon, New York; .Melvin C. Wi--man, prog, 
dev. mgr., ^\'^^'J, Detroit. 

How Reseorch Con Help Public Service Programing: Panel 
with Melvin .\. Goldberg, dir. of research. WBC, chairman; 
Dr. Leo Bogart, assoc. dir. of account research service. 
.McCaim-Eri( kson ; Dr. Philip Eisenberg. president. Motivation 
Analysis. 

Spots Before Your Eyes (The production. I and Poiential- 
of Radio and Tv Public >ervice S[)ot-i: Panel with Franklin 
A. Tooke. gen. mgr.. W BZ-T\'. Bn-ion. chairman: \rtliur J. 
Bellaire, v.p. radio-tv copy. RBDO, New ^'ork; William J. 
Kaland, nat'l prog, mgr., WBC; Gordon (,. Kinney, radio-tv 
dir., Advertising Council: Irvine II. .Millgate, dir. of visual 
education, Roy Scouts of .\merica: James II. Quello. pub. rel. 
dir., WJR, Detroit. 

Children's Programs: Tv and radio panel with Freil A. 
Keller, prog, dir., W PjEN-TN', Buffalo, chairman; "Big John" 
Arthur, ABC; Gloria Chandler, dir. public ->rvire. KING-TN. 
Seattle: Jack Miller, co-producer. Captain Kansaroo: Helen 
P'arkhnrst, child p-ychologi-t, educator; Judith ^alhr, NBC. 
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PUBLIC SERVICE 

[Continued from pa^e 38) 

of all, he points out, some of the 
broadcast-ajjpeal j)ro>.Maining elements 
are public services: news, weather, 
time, traffic information. What's been 
limited, he feels, is the amount of 
creativity applied to public service 
prograniin<i in years past. 

McGannon defines public service 
programs as tlio^e whose basic objec- 
tive is to inform rather than to enter- 
tain. "But," he says, "there's no reason 
uhy they can t be entertaining at the 
same time." 

Can they be sponsored too? Richard 
M. Pack. NN'BC programing vice presi- 
dent, and the chairman of the Boston 
conference, believes the answer is yes. 
"In Boston, ' be points out. "WBZ-TV 
put on a show called 2000 AD as a 
public service and wound up selling it 
to IBiM." 

Pack feels the line between public 
service and entertainment j^rograming 
is artificial; in fact that public service 
programing needs a new name ("just 
the way we need a new name for d.j. 
in radio"). Pack looks at the num- 
erous institutional advertisers using 



newspapers and magazines and 
wonders whether more accounts like 
these couldn't be developed for the 
air media "although public service 
programing sponsors don't have to be 
institutional. ' 

W'liethcr there's much sjjonsorship 
])otential in public service programs 
is moot. But the philosophy at WBC 
and its 10 stations is that public serv- 
ice requires the same creative enthusi- 
asm that's applied to other more com- 
mercial facets of station ojjcration. 
Public service is built around a coni- 
j)any-widc plan. WBC headquarters in 
New York sets the basic themes 
(American history, mental health 
among them). Then it's uj) to the sta- 
tions to work out their own approaches 
locally. In addition to themes set for 
the whole organization, each station is 
asked to pick one local project of its 
own. Public service activities of the 
WBC stations aren't confined to pro- 
grams, incidentally. There are an- 
nouncements as well as informational 
vignettes inserted into commercial pro- 
grams. 

WBC hopes the Boston conference 
will spread around the industry en- 
hanced enthusiasm for public service 



programing. But it didn't go to Boston 
to preach. The stations invited to par- 
ticipate are themselves veterans of 
public service programing, a cross- 
section chosen from among stations of 
all types for their outstanding public 
service records. Actually WBC hopes 
to see a cross-pollination of public 
service ideas and techniques emerge. 

Don McGannon points out that 
there's no organized way stations in 
one coninmnity can observe the public 
service programing of stations far 
away. The Boston conference was de- 
signed to close this gap. Follow ing the 
conference, WBC hopes to make avaib 
able a record of the ideas exchanged 
in the form of a book or pamphlet. 
The plan is to make this book available 
free to stations requesting it. In the 
end WBC hopes to see wide recogni- 
tion that public service programing 
can be entertaining. 

Another important objective of the 
Boston meeting was to focus attention 
of advertisers and their agencies on 
the role of public service programing 
in building the stature of a station. 

Public service programing is im- 
portant in building stations, especially 
tv, in still another way. 

WBC's Dick Pack says that local 
live public service programing is to- 
day's training ground for new per- 
forming and production talent. With 
so much of local tv programing on 
film, public service shows are fre- 
quently the only place newcomers can 
break in. The top d.j. on KDKA, 
Pittsburgh, for example, is now mov ing 
into tv as m.c. of a public service show 
on KDKA-TV. 

Pack believes that public service 
programing can find new' talent in the 
classroom particularly. He feels there 
may be more Professor Frank Baxter s 
and Bergen Evans' waiting to be dis- 
covered by stations and developed. 

"There should be greater exploita- 
tion of the resources of the educational 
system," Pack says. "Almost any sta- 
tion has a university or college within 
reach and those that don't have high 
schools. A great teacher in a local 
school mar turn out to be a great 
personality." 

Both Prof. Frank Baxter and Prof. 
Bergen Evans, incidentally. v\ere 
among the panelists participating in 
the WBC Boston meeting. (For a com- 
plete list of the panelists with their 
subjects, see page 39.) ^ 



good 

work, 
Bob 




BOB KERNS 
WBRC-TV, 
BIRMINGHAM 



c:^E^ earned a 15.5%* rating 

on your station. 
Sponsor: Miller High Life 




for your market availabilities, 

call, write or wire 

ABC Film Syndication, 

1501 Broadway, New York • LA 4-5050 

•Tclepulse, Nov. 
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A true story of five years of amazing national spot growth through advertising 




Once there was a friendly little radio station in the Washington apple country. 



and it lived in the city of Wenatchee. 



It was a good little radio station and many people thought well of it. But it had a serious 

■"- 

like a stringbean, A specialist was called in to make a diagnosis. "There's nothing 



that can't be cured," he said. "All that's needed is a balanced diet. It gets plenty of local 




business. Just feed it a good dose of national spot business." 



to follow the doctor's orders. But spot business didn't grow on every tree. 



get it required some serious 





How to 



thinking. Finally it decided to practice what it preached. 



It decided to-ADVERTISE! 



SPONSOR 



In mi] 



invested $122.:)() in SPONSOR. 



It wasn't long before things began popping. 




MOST LISTENED - TO IN CENTRAL WASHINGTON 



PHONE NOrm>i.dy 3.JI2I 



5,000 IDatts — 



WENATCHEE. WASHINGTON 



TWX.WH IS 



June 20, 1953 



Jlr. tU Cooper 
\iestern Miiniiger, SrONSOK 
1)087 b'un.set Donlevurd 
Los Angeles 28, Cal if ornia 

Dear Ld: 

'*e had onl> run six liii 1 1 -column ads «lien I muilc a Sationul dales 
triji. lloat of the agency ]jeO(ile remembered seeing, our call 
letters, they even remembert-d ■ne »ere in \ienatchee. They T*ere 
A^AKL of our station. Yes, I even cajue back vith signed orders. 



Si ncerel y , 



Pat O'llalloran 

Vice President - Manu(^er 




POMlizjD 



was shaping up and showing a happier hue. 



National spot was taking root. 



In 1954 $1385 went into space. 




underwent a startling change. It was round, 



firm, and fully packed. It was no longer green. Its 



business was 40% national and 60% local — a balanced diet. 



In 1955 KPQ upped its SPONSOR budget 




to $1944 and, additionally, took on a second trade magazine. 
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In 1956 



0.,. ....... 



budget grew to $3823.50 (but during the year the second 



magazine was dropped, for KPQ had developed a system 



that told them where their business came from.) 




MOST LISTENED - TO IN CENTRAL WASHINGTON 



5,000 lOatts 



PHONE NOrman^r 3-5121 TWX-WN 18 

WENATCHEE. WASHINGTON 



December 4, 1956 



Mr. Ed Cooper 
Western Manager 
Sponsor 

6087 Sunset Blvd 
Los Ang-eles 28, California 

Dear Ed: 

Our National business was stuck on a low 
plateau back in 1952-53. The Columbia Basin 
population in Central Washington is growing 
10% a year. 



It was time to take our own medicine and 
spend 57o of gross sales in advertising. KPQ's 
sales goal was set high. 20% per year, ie . , 
a five year plan to double National spot bus- 
iness. The chart shows Sponsor Plus results. 
The plan is working. 

Sincerely, 



W. Wallace 
President 





In mi 




stepped up its SPONSOR budget to $.'),%(), 



1 1 times what it had invested in 1().")2. 



The little station in Wenatchee has become big in the national field. 



It gives the credit to its alert rep, Forjoe & Co., and to ADVERTISING! 




If your station lacks national spot 

nourishment, plan a campaign in the use magazine SPONSOR. 
You can't beat SPONSOR as a vehicle for your national 



SRON<>OR 



ad campaign because: (1) It's edited 100% for key decision-makers — 



and they're the men you have to sell; (2) about 6 out of every 10 readers (current press-run 13,500) 



are agency and advertiser executives; (3) SPONSOR enjoys top prestige 



and is the most-quoted magazine in its field; (4) it fights hard for worth-while industry objectives; 



(5) a schedule in SPONSOR spotlights your station and sets it apart 



from 3500 others; (6) you earn present low rates throughout 1957 



— with extension to 1 May 1958; (7) reps love it. 




r 



SPONSOR 



40 E. 49th Street 



N. Y. 



Take a tip from 



Let me know how SPONSOR can help improve my spot 
billing — and how I can earn old rate protection for 12 
months after new rates go into effect 1 May 1957. 



Name 



Firm 



City. 



// u i-i-Lh listing of changes 

in till' ailrrrlising and hrotitltnsl firt/is 




NEW AND ff?C EW 



NEW ON RADIO NETWORKS 



SPONSOR 

Columbia LP Record Club, NY 

Evinrudc Motors, Milwaukee 

Knjpp-Monjfch, St. Louis 

Lyon Van Cr Storage, LA 
Minnesota Mining & Mfg, Detroit 
Quaker State Oil Refining, Oil City, Pa 
R. |. Reynolds, Winston-Salem, NC 



AGENCY 



STATIONS 



Maxwell Sackheim, NY CBS 201 

Cramer-Krassclt. Milwaukee NBC 188 

Frank Block, St. Louis NBC 188 

Smallcy, Levitt & Smith, LA MBS 

8SD0, Minneapolis CBS 201 

K&E, NY MBS 

Esty. NY MBS 



PROGRAM, time, start, duration 

Amos 'n' Andy; Tu & Th 7-7:45 pm, Sa 12:05-12 30 pm . 

5 mm segs; 9. 12, 14 Feb 
Monitor; 5 one-min announcements per weekend: April 

start; 10 wks 

^Monitor; 5 30-scc announcements per weekend; 25 May-23 

June 

Queen For A Day; M 11:30-12 n; 18 Mar 

Amos 'n' Andy; MTW 7-7:45 pm; 5 mm segs; 4 Mar; 4 wks 
Baseball; Sa I or 2 pm-conci; Yi spon; 30 Mar 
Baseball; Su-Sa 1 or 2 pm-concI; 5 min scg after each 
game; 30 Mar 



BROADCAST INDUSTRY EXECUTIVES 



NAME 

Sherman Adier 
Louis B. Ames — 
Wayne R. Anderson 
lames Chapelle 
Edwin J. Charles 
Howard W. Coleman 
John M. Couric . . . 
Joseph Curl 
Thomas A. Dooley 
Jack D. Ellison 
Merlin Fisher 
John P. Foster 
William A. Cildersleeve 
Peter S. Good 
Baldwin Goodwin 
Ralph Hansen 
Lewis G. Hinchman 
Hal H. Hoffman . 
Frederic L. Karch 
Edward R. Kenefick 
William MacLeod 
Peggy McCann 
Jack Murphy 
Warren Park 
Richmond Patterson 
Charles Pratt 
Weston C. Pullen, |r. . 
Jo Ranson . 

Tom Rcdston — 

Daniel K. Sobel 

Dal Stallard 

Lc Ora Thompson 

William C. Yenerich 



FORMER AFFILIATION 

NBC, NY, acct excc-tv films 
_NBC, NY, feature ed & production mgr 

NBC, acct exec _ 
.American Express, SF, mgr .._ 
-WOL, Wash, DC, commercial mgr 
-NBC, Chi, mgr color sis devel 
-United Press, Wash, DC, asst news editor 

_NBC, NY, tv net sis 

-Whitehall Pharmacal, asst to vp chg advtng 
-KPTV, Portland, Ore, acct exec 

_<TVW, Seattlc-Tacoma, copy 

-Tappan Stove Co, asst public relations dir 

WMUR-TV, Manchester, NH, program mgr .. _ 

_WMBR, Jacksonville, Fla, acct exec 

_WHAS-TV, Louisville, Ky, program dir 

-Great Lakes Steel Corp, nat acct sis mgr Stran steel div 

-Boiling Co, SF 

WCAU, Phila, producer-writer 
-George P. Hollingbery, NY 

_Paul White Productions, NY, exec 

_KOOL-TV, Phoenix, program dir . _ 
WFMJ-TV, Youngstown, Ohio, program mgr 

_Edward Pctry, Chi 

_Timc Inc, NY, asst to exec vp & treas ^ 
_WMGM, NY, press relations 

J. H. McGillvra, sis 
_WRCA-TV, NY, sis 

_KCMO, Kansas City, Mo, chief announcer 
—Playhouse Pictures, dir sis 
_KGLO, Mason City, Iowa, sis dir 



NEW AFFILIATION 

CBS Tv Spot Sales, NY, acct cxec-sis devel 

California National Productions, NY, dir theatrical div 

Motion Pictures Service Co, SF, sis mgr 

Lloyd Pearson Associates, NY, program coordinator 

KCKN, Kansas City. Kan, gen mgr 

WMAQ, WMAQ-FM, Chi, mgr 

NARTB, Wash, DC, public relations-chief writer 

WABC-TV. NY. sis 

Adam Young, NY, radio sis 

KVAN, Vancouver, Wash, sis 

Same, promotion & publicity 

WKNE, Keene, NH, news, publicity & promotion 

Same, promotion mgr 
. WWJ-TV, Detroit, asst program & production mgr 

Same, asst gen sis mgr 

KYW-TV, Cleve, program mgr 

WHIO-TV, Dayton, sis 

KGO, SF, radio sis-acct exec 

Same, operations program mgr 

NBC Spot Sales, NY, tv sis 
-WJAR, Providence, radio sis 

- Ted Lloyd Inc, NY, exec administrator nat syn-Ask The Camera 
_ Same, asst mgr 

WMUR-TV, Manchester. NH, program mgr 

WJAR, Providence, tv sis 

NBC, Chi, acct exec-cent div tv net sis 

Same, vp chg r-tv operations 

Same, dir advtng, promotion & publicity 

WAAT, Newark, sis 

NBC. NY, net sis 

KCKN. Kansas City, Kan. asst mgr 

Le Ora Thompson Associates. Hy, head 

KTIV, Sioux City. Iowa, sis 



ADVERTISING AGENCY PERSONNEL CHANGES 



NAME 

Henry H. Arthur 
Paul J. Blakeslee 
Lucian R. Bloom 
Robert Cary 
Sherwood Dodge . 
Henry T. Gayley, Jr. 
David J. Gillespie 
Wells Hobler 
Sue James 
Milton L. Krist 
Roger W. LeGrand 
Kenneth V. Moore 
Raymond V. Muskopf 
Richard T. O'Reilly - 

Leonora F. Peters 

John A. Rodick 

William |. Rogers 

Kenneth Runyon 

Michael Ryan . 

Max Sapan . 

Alvin N. Sarasohn 

Arthur W. Sawyer 

Robert E. Sayrc . 

David W. Thurston . ._ 
Arthur Topol 
Saul Waring _ 
Don E. West 



FORMER AFFILIATION 

.Cunningham & Walsh, NY . 

-Maltbie Laboratories, Newark, vp 

Kenyon & Eckhardt. NY, media super 
Virginia-Carolina Chemical Co, advtng & sis promotion mgr 
.Footc, Cone & Belding, NY, vp & gen mgr NY office 
Arndt, Preston, Chapin, Lamb & Keen, Phila, copy chief 
Kenyon & Eckhardt, Detroit, office mgr . 
Gardner Advtng, St. Louis, acct exec 

_Fuller & Smith & Ross, Cleve, spacebuyer 

Cramer-Krassclt Co, Milwaukee, dir r-tv dcpt 

Erwin, Wascy, LA, acct exec 

Frank Block Associates, St. Louis, asst art dir 

Kenyon & Eckhardt, Detroit, acct exec 
Biow, NY, r-tv dcpt 



.Gardner Advtng, St. Louis, acct exec 
.Gardner Advtng, St. Louis, dir mktng 
Gardner Advtng, St. Louis, acct exec 
_Dowd, Redfield & Johnstone, NY, copy chief 
.Kenyon & Eckhardt. NY, copy super 
_KFSD, San Diego, sis mgr 
.Edwards Agency, LA. acct exec 
-McCann- Erickson, NY. acct exec 
_Dowd. Redfield & Johnstone, NY, timebuyer 
_De Pcrri Advtng, NY, vp & acct exec 
-Rockwood & Co. vp chg mktng 



NEW AFFILIATION 



.Ted Bates, NY, acct exec 
Brudno & Bailey, Westfield, NJ. dir pharmaceutical div 
Cunningham & Walsh, NY, mgr media dept 
Doyle Dane Bernbach, NY. asst acct exec 
Same, nat mktng dir 

Grey & Rogers. Phila. creative coordinator-advtng staff 
Same, also acct super 
Same, also vp 

Edwards Agency. LA media dir 
Howard Swink. Marion. Ohio, media dir 
Same, also vp 
..Johnson & Lewis, LA. acct exec 
Same, production mgr 
Same, senior acct exec 
N. W. Ayer. NY, asst timebuyer 
William Schallcr Co. W Hartford. Conn, vp 
Same, also vp 
Same, also vp 
Same, also vp 

Grey Advtng. NY. copy group super 
Same, also vp 

Teawell Co. San Diego, media & research super 
Ad-Research Advtng. LA. vp & acct exec 
Lennen Cr Newell. NY. vp & acct exec 
Donahue & Coe. NY, timebuyer 
Grey Advtng. NY. acct exec 
Robert W Orr. NY. exec vp 



SPONSOR • 2 M.\RCH 1957 



49 



^ SPONSOR ASKS 



Do you agree with the suggestion that spot 

should be ''sold like billboard"* 




Norman R. Prouty, the Katz Agency 

We are certainly in favor of any and 
all suggestions made by agencies and 
advertisers that might make the huy- 




"please utilize 
rep services'' 



ing of spot radio and/or television 
easier. 

Certainly, the placing of an effec- 
tive spot schedule is not the easiest 
thing to do and, perhaps now is the 
time to realize that a premium should 
be placed on the buyers who have been 
doing just that so successfully over a 
period of years. 

To paraphrase an old saw — the easi- 
est medium to buy certainly isn't 
always the most effective. We are posi- 
tive that Mr. Tendrich was not serious 
but ^vas only making a tongue-in-cheek 
comparison when he compared the ease 
of buying outdoor with that of pur- 
chasing a spot schedule. If ease of 
buying were the panacea, we ^vould 
like to suggest the use of skywriting 
as possibly the easiest to buy; cer- 
tainly easier than outdoor. Tlie ad- 
vertiser would only have to rent a 
plane, wait for a clear and windless 
day, and tell the pilot a message to 
write out — no printed copy to prepare, 
no credits to worry about and one hun- 
dred per cent showing in one opera- 
tion. What could be simpler? 

Actually the crowded condition of 
certain time periods during the broad- 
cast day is due primarily to the re- 
quests of the agencies themselves. It 
would certainly be a lot easier for the 
broadcasters if thev could sell on the 



basis of one hundred per cent showing, 
fifty per cent showing, etc. As it is 
today though, agencies request avail- 
abilities within various specific time 
brackets, practically spelling out the 
exact times when they want their com- 
mercials delivered. 

As a representative, we too have 
some recommendations that would 
simplify the buying of radio and tele- 
\ ision time. In the first place, perhaps 
Mr. Tendrich has had a bad experi- 
ence with representatives or hasn't 
really used them enough. The repre- 
sentative, in many instances, has much 
more than just rating information for 
all the stations; for example, market 
data and among other things, complete 
details about the various personalities 
available for sale. Any agency is able 
to get this information with no diffi- 
culty whatsoever from a good repre- 
sentative. 

Everytime I try to become objective 
in my comments about a better way of 
buying spot radio and/or television, 
I am brought back to specifics men- 
tioned in Mr. Tendrich's article. It is 
very seldom that spots are not broad- 
cast at the sjiecific times scheduled and, 
in most instances, when a spot or spots 
is to be pre-empted by a public service 
program, the representative is able to 
advise the agency in advance of this 
pre-emption. This point alone brings 
us back to the problem of quoting 
specific spots to an agency. If the 
agency had complete faith in, not onlv 
the station, but its representative, it 
would buy the schedule of spots in a 

*Suggestion teas made in a sponsor article 
last issue (23 February) hy Max Tendrich, 
v.p., Ifeiss & Geller. Tendrich contended 
spot coiiJd be made much easier to buy if it 
were sold in blocks rather than by individual 
availabilities. For a sponsou analysis of to- 
day's spot buying problems, sec "Let's cut 
spot's paper maze," this issue on page 27. 



general time bracket thereb\ preclud- 
ing the need for agency and client 
contact for purposes of clearing make- 
goods. The agency would seem to be 
the one to solve this most easily, and 
with our complete approval. 

Speaking of makegoods and/or 
credits, when a parade is held in Phila- 
delphia or any other city blocking off 
certain streets with outdoor billboard 
showings, what sort of credit or make- 
good does outdoor advertising allow? 

I feel that I can speak for most rep- 
resentatives in our field when I sav 
to Mr. Tendrich, "Please utilize more 
fully the myriad services that we wilb 
ingly render and offer to both agen- 
cies and advertisers." 



Robert E. Eastman, executive v.p., John 
Blair & Co. 

Admittedly, the goal of simplifying 
spot buying is a good one. Undoubt- 
edly, there is much room, still, for 
further improvements in the methods 
of selling and buying spot time. 

There are, however, many pitfalls 
in the plan expressed: 

1. First, there is not in existence any 
coordinating body to execute such 
streamlining. The SRA comes the 
closest to it, and as we are painfully 
aware, even this fine organization does 
not have the support and cooperation 
of many of the representative firms. 

It is easy to visualize the possibility 
of working out schedules — which we 
have done with saturation — which 
would reflect "showings" of 100%, 
50%, or 25% on a given station. To 
effect a "showing'" in a market, of 10 
radio stations, is another matter. A 
formula would have to be devised 
whereby a certain number of an- 
nouncements at different times, on dif- 
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fcrciit st;ilioii!< would rfllf( I llif 
Niirioiis "sliow iiij^" t>f pciccMitngfs. 

This is tlie l>ij? Ihiw in llu" coiK(>i)t. 
We \\onU\ iit)t lioUl -till for an nri)i- 
ti!ir\ iillotiitioii of llif "-iiouiiig" fur 
oiir -talioii. iiiid rcrliiiiiK lln" rcjnc- 
sciiltitivcs of tiie otiuT slaliniis wi>iiKl 
feel tiip >;iiiic. AIm), if tlic "-ii(n\ iiij:" 
\\cn' (Ifsigiuilod to a siiiplc ^^Intion, nil 
the oilier stations in the iiuirkel would 
he iij) ill arms. 

2. 1)11) iiig spot radio i< esjXM ialK 
didiriilt at the |)reseiit lime l)eeau>e 
all the ad\eitisers are tr\iiig to crowd 
into the same time periods. Their coiii- 
pelilor is in this time, and so they 
fifiure they have lo he in the same 
bracket. In manv cases, their com- 



"hard hitting 
sales inediuin 
not a sliou ing ' 



petitive strategy would be bound to 
be more efTective through selecting 
those limes where their competition 
isn't. Tlie author's timebuying prob- 
lems are compounded, because his em- 
phasis is on the higher-demand early 
morning and late afternoon time. He 
hasn't done the advance work with his 
account executive and client to sell the 
scheduling opportunities and values 
existing between 9:00 a.m. and 3:00 
p.m. — the ideal time to reach the young 
housewife. He hadn't unearthed and 
dramatized the excellent values avail- 
able in nighltime and \\cekend. W^e 
must admit that the sellers of time 
have not fuUfilled their obligations, 
either, in deiiionstraling the advanl- 
anges of these other time periods. 

Tliere wouldn't he the hack and 
forth, from buyer to a e. to client to 
a e to buyer, routine to surh a degree 
if there was a better advance knowl- 
edge regarding the nature of the 
medium at that particular moment. 
This is easy to come by, any major 
representative should be able to pro- 
vide the information on a moment's 
notice. To illustrate this point, the 
other day a cigarette decided to buy 
a spot radio schedule. Their time 
specifications were 7 to 8 a.m. They 
already had others of their own brand- 
running within the general time period. 
{Please turn page) 




Coverage soars on SIX! 

1956 Nielsen Coverage Service report for the WCSH-TV 
market coverage area of 22 counties in southern Maine, 
eastern New Hampshire and Vermont, encompassing 
222,140 TV homes, shows Portland's Channel 6 reaches . , . 
76 percent monthly 

74 percent weekly . . . and a daily average circulation 
as high as 

59.6 percent 

No other television station has comparable viewer ac- 
ceptance in Maine and eastern New Hampshire. 

WCSH-TV 

Affiliate 

WEED TELEVISION 
Representatives 




WCSH-TV 
PORTLAND, MAINE 
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plus \aiious compc^titors, and jet 
the\ blithely specify tliis time, requir- 
ing 15 minutes reparation from other 
brands, and it is going to be just 
about impossible for them to get time 
on the more desirable stations. The 
agonr\ nia\ be able to fulfdl the cam- 
paign by buying the least popular sta- 
tions in the designated time bracket, 
in the better interests of the advertiser, 
wouldn't it be wiser to shop other 
times of the day, such as nighttime and 
weekend, where many very fine audi- 
ence and price opportunities exist? 

3. The author makes an undue issue 
of makegood problems. This is true 
of spot tv because of the important 
exact position factor involved. How- 
ever, he should know that in spot radio 
buying, automatic makegood systems 
have been worked out. For example, 
at John Blair, we use a Schedule 
Change Confirmation form, which 
saves a good deal of going back and 
forth. Our stations are advised — un- 
less the client insists otherwise — to 
always automatically schedule a make- 
good, in equivalent time and. for bil- 
ling purposes, within the same month. 
The word comes to us by mail, and we 
fill out the form which goes to the 
buyer to the effect: "Unless we hear 
from you to the contrary, we assume 
the station's handling is satisfactory." 
This saves a tremendous amount of 
time, and the stations have worked 
things out, so that the makegood is 
usually completely satisfactory. 

4. As to the bookkeeping problems, 
I can only agree completely with the 
author's complaints. If there ever was 
a phase of our business which needs 
straightening out, it is the bookkeep- 
ing and bilHng set up. Some good, 
standard accounting procedures would 
help. It sometimes seems to us that 
some bookkeepers stay up nights try- 
ing to make an already complex busi- 
ness more complicated. 

Frankly, to me, from my prejudiced 
vie^N'point, the comparison of spot to 
outdoor is somewhat illogical. The 
media are so completely different. 
Frankly, I know little about the ef- 
fectiveness of outdoor, but I do know 
for certain that spot radio, properly 
purchased, is well worth the time and 
trouble. During the past year, this has 
been repeatedly proven by the sales 
jobs it has done for products like Tet- 
ley Tea, Pepsodent Tooth Paste, Chock 
Full O'Xuts Coffee, Easy Glamur, R. 
J. Reynolds, American Airlines, Pepsi 



Cola — just a few of hundreds of really 
remarkable sales successes. With no 
intended detriment to the outdoor 
medium, I would like to emphasize to 
the author that spot radio is a hard- 
hitting sales medium, not a "showing." 

Advertising is a fascinating business. 
The handling of some advertising is 
easier than other. It's great accom- 
plishment to buy a two-page spread 
in three or four magazines. However, 
putting together an effective spot radio 
campaign in complexity might be com- 
pared to conducting a symphony^ 
orchestra. The ultimate result of a 
skilled conductor or a skilled time- 
buyer is well worth the effort. 



Frank E. Pellegrin, vice president, H-R 

Television, Inc. 

I heartily agree with the basic premise 
of the article. 1 wish radio had started 
off that way 30 years ago and estab- 
lished the practice so that television 
would have followed suit — instead of 




going the other direction with speci- 
fic pin-pointed time sales with all the 
resulting headaches the article so well 
delineates. It is too late to change? 

Radio has been making headway in 
that direction by instituting the satura- 
tion-type schedules that have come 
rapidly into vogue in the past two 
years and seem to grow more popular 
every day. Television has recently^ be- 
gun to do this, but still lags far behind. 
I sincerely hope both media will lean 
in that direction and get wholehearted 
support from agencies and advertisers. 

As the author indicates, a crux of 
this problem is the rating-service mud- 
dle. With so many competing rating 
services, all purporting to measure 
substantially the same thing but all 
coming in with w'idely divergent 
answers, it would be diflicult for all 
broadcast media to agree on a single 
service. If they could agree on it, 
would the agencies and advertisers ac- 
cept it? My experience has been that 
the multiplicity of rating services has 
been nurtured partly because every 



station wants to be "first"; if a rating 
service comes out with a report show- 
ing his competitors leading, the sta- 
tion manager hunts for another service 
— using a different technique or 
measuring a different area — that will 
make him look better. The melange of 
services has also been nurtured by the 
agencies, each of which retires briefly 
into its ivory tower at periodic inter- 
vals, communes with some mystic fount 
of inspiration or knowledge, and de- 
cides which particular service its media 
department will use, and none other! 
Until all these ivory towers commune 
with the same mystic source, stations 
and salesmen will offer any service the 
agencies (and presumably their clients) 
want. In some agencies, alas, the sus- 
picion lingers that price has been a 
factor in deciding which survey to 
buy. And this has also nurtured the 
problem: any bright young man who 
comes up with a new or different way 
of taking a rating, or who can do it 
cheaper, can go into business and find 
customers. 

The industry tried hard to produce 
a tri-partite organization know as BMB 
some years ago, which in time was ex- 
pected to become the one single fount 
of broadcast research data. It foun- 
dered on its very first study, partly 
because it could only show one station 
as "first" in any market, and every 
other station was unhappy. But B^IB 
talked the industry into giving it a 
reprieve and a second chance, on the 
plea that nobody can be perfect the 
first time. But the second survey was 
definitely its last, and BMB went out 
of existence. With it, many of us 
think, went the last chance for the 
three principal parties in interest — 
stations, agencies and advertisers — to 
get together and set up or at least sup- 
port a single research company. In 
fact, under the stringent laws govern- 
ing combinations in restraint of trade, 
it would be extremely^ difiBcult to do 
so, even if the parties could be brought 
to some standards of agreement. 

But even within the present frame- 
work of conflicting research, it should 
be possible for radio and television to 
lean continually more and more to- 
wards the segmented-package plan. It 
can be done under present rate struc- 
tures, using methods and materials 
already available, if the stations de- 
cide they want to go that way'. 

Any encouragement from agencies 
and advertisers would stimulate and 
accelerate the process. ^ 



52 



SPONSOR • 2 MARCH 1957 



in KNOXVILLE : 



Based on new 
Telepulse Report, 19 Counties 



WATE-TV AGAIN 

Scores with Top Ratings! 

lA OUT OF TOP 15 

B ■ ONCE-A-WEEK-SHOWS 



★ 10 out of top 10 * 428 Firsts in 

Multi-Weekly Shows 460 Quarter Hours 

MORE VIEWERS 

than all other stations combined 





Monday to Friday 
7 AM.- 12 Nn.- 6 PM.- 
12 Nn. 6 PM. 12 Mid. 


9 AM.- 
12 Nn. 


Saturday 

12 Nn.- 
6 PM. 1 


6 PM.- 
2 Mid. 


9 AM.- 
12 Nn. 


Sunday 

12 Nn.- 
6 PM. 


6 PM.. 
12 Mid. 


WATE-TV 

Share of Audience 


60 62 51 


71 


63 


53 


56 


50 
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WATE-TV REACHES 80% OF THE 
TV HOMES IN 59 COUNTIES !* 

* 1956 Nielsen Coverage Service 



WATE-TV 



POWER MARKET OF THE SOUTH 



Kn oxv i 1 1 e , Te n n e sse e 

Affiliated with WATE RADIO 5000 WATTS. 620 KC 

Represented Nationally by, AVERY KNODEL, INC. 
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BALTIMORE 

IS EASIER 
TO REACH 
WHEN YOU 

RIDE WITH 

.lilll.llllll.llll 



REPRESENTED BY 



JOHN BLAIR AND CO. 
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Agency profile 



Mitchell Johnson: mom was a straightman 

"Producers and networks have to share some of the risk of network 
television with the advertiser," says Mitchell Johnson, Wm. Esty 
\.p. in charge of tv programing. 

"Of course we re in favor of shorter contracts hut we don't want 
to have that mean another cost boost to the advertiser. I think 
everybody's looking for a formula to solve the apportioning of risk. 
Perhaps in the case of a show that sells for $25,000 for 39 weeks 
the client could make a deal for $25,000 for 26 weeks with a con- 
venient option, but if he cancelled, he'd have to pay a penalty." 

This penalty, Johnson feels, wouldn t have to pay for extra films 
in the can since the producer would be notified in time about the 
cancellation, but it would compensate him for the increased difficulty 
in selling 26 weeks for reruns rather than 39. 

"We Avork as long as nine months ahead in shopping for pro- 
graming or helping shape it," he told SPONSOR. "Of course, this 
does mean that you can't be too topical in your humor or action. 




"It's difficult to maintain humor on tv," says former comedy writer Johnson 



With all the talk of research, I guess in the last anal) sis, I pick 
shows emotionally." 

Johnson stresses that show business can't be researched for a good 
buy as other fields can be. A "feel"' for public taste really means 
being in communication with the audience, says Johnson, and that's 
one thing he's been doing ever since childhood. 

"My parents were in vaudeville." he said. "My father was a 
comedian, and mother and I were straightnien. ' 

In 1945, when Johnson came out of the service, he went to Holly- 
wood. He'd never had any great urge to write, but he did do a 
script for a friend of his who was a radio comedian at the time 
(the friend needed material badly). "From that time on I was a 
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...on a golden platter! 



MGM-TV OFFERS THE WORLD'S GREATEST 
STUDIO AND ITS FABULOUS FACILITIES FOB 
THE PRODUCTION OF TV COMMERCIALS! 



For the first time — all under one roof — the tremendous 
physical and technical resources of M-G-M's 185-acre 
Culver City lots are yours to command. 

Here is a city within a city— giant stages and sets, prop 
and make-up departments, story development, research 
experts — and much more. 

The most modern camera equipment and M-G-M's own 
laboratory are geared up and ready-to-go to give you 
split-second action on the production, processing and 
"on-time" delivery of black-and-white or color TV film 
commercials. 

The personnel and artisans employed on your commer- 
cials or industrial films are the same people that have 
made M-G-M the most famous trademark in the history 
of entertainment. 



The same animation department which has consistently 
won awards for its "Tom and Jerry" and other cartoons 
can now create characters for you. 

All this at competitive prices. Your inquiries are cordially 




y Virgil "Buzz" Ellsworth 

Director of the Commercial and Industrial DepL 
M-G-M Studios, Culver City, Calif.. TExas 0-3311 



If you want 



$ALE$ 




In 

SHREVEPORT'S 
Rich 

NEGRO 

Market 




KANV 

is THE station! 
Get tlie PROOF! 

It's yours for the asking 



tf rite, call or wire the KAIS'V Representative 
in vour area— NOW I 



Agency Profile continued 



comedy writer," Johnson said, looking quite mournful still at the 
memory of trying to pound out jokes by the hour." 

"There's nothing so difficult to maintain as humor," he told 
SPONSOR. "The high mortality of situation comedies proves that." 

Johnson isn't worried about situation comedies this tv season. 
Esty's major network tv client, R. J. Re\ nolds, sponsors such ratings 
successes as Phil Silvers, CBS TV. llie Bob Cummings Show CBS 
TV, Mr. Adams and Eve, CBS T\^ 

"A comedy show depends as much upon the format as the per- 
sonality," says Johnson. '•Sometimes you can avoid saturating 
the audience with a comedian's humor by slight changes in format 
or even just a change in locale. For instance, recendy Sergeant 
Bilko traveled to Monte Carlo. It was a pretty quick trip but it 
provided a change of pace." 

New program and new talent development is a major concern to 
Johnson. He feels that the networks must assume this responsibility. 

"In the early days of television, we at Esty did a lot of our own 
show producing," sa} s Johnson. "We actually maintained a pro- 
duction unit on staff, rented studios and went out and shot films 
like Man Against Crime and The Hunter. In those days, a half-hour 
film might cost something like $12,000 or $13,000. That's no longer 
possible today. \^'^e've never gotten out of production but we take 
part in it in a different way now than at that time." 

Showmen should staff agency tv departments 

He feels that agencies should people their tv department "Like 
Esty does, with men who're showmen first and admen second." 
Such men. he adds, have the confidence of the independent producer 
or network producer and are therefore in a position to help shape 
a show or develop new formats and new talent. 

"I don't think there's any need for clients to put such people on 
staff because a good agency today has to fulfill this ser\'ice." Johnson 
says that his own background is t}"pical of what William Esty has 
sought for its tv department from the time the medium ^vas born. 
Prior to joining Esty in 1951, Johnson had come back to his native 
New York to produce a couple of independent pictures with a friend 
"They were artistically bad, but commercially successful," he said. 

In the years since Johnson joined Esty the agency's tv billing 
has grown until today it accounts for over 50% of the total. 

"Of course, in an agency tv department, being a showman isn't 
enough," he told sponsor. "Unlike Broadway plays, tv shows are 
strongly affected by a number of factors beyond the content of the 
show itself. You can change a show's rating b^ changing the show 
preceding or following it. You have to consider the entire evening's 
lineup on your network and on the other networks. ' 

While it's early for an evaluation of next fall's programing and 
network lineups, Johnson already feels that a number of new shows 
now being offered sound more promising and exciting than in some 
seasons past. 

"There still aren't as many new ideas and concepts as in tv's 
earliest days, but then the medium has eaten up a lot of programing 
already in the past few years." 

At home, with his wife and two } oungsters, Johnson tends to get 
away from show business entirely. "]My wife was never in show 
business," he says. "In fact, she was the first girl I'd met who 
hadn't been. ' ^ 
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They do things BIG in "America's 27th Metropolitan Market", served by 
WTAR-TV, Norfolk, Virginia. 

In Newport News (see map) was built U. S. S. "FORRESTAL", giant 
Aircraft Carrier, Her flight deck would hold The "Queen Mary" and The 
"Queen Elizabeth" simultaneously! Her engines turn up an estimated 
200,000 H. P. and her basso-profundo whistle can be heard for 20 miles! 



BUT THAT IS JUST A WHISPER compared with 
the "Voice" of WTAR-TV. This, the established 
VHF Station for five bustling cities, operates with 
maximum power and tower on far-reaching Channel 3. 

POWERFUL, DOMINANT WTAR-TV IS 
THE ONLY STATION YOU NEED TO 
REACH POPULOUS TIDEWATER VIRGINIA. 




(Based on Measured Contour Map by Jansky i Bailey) 

5 of Virginia's Busiest Cities are 
within WTAR TV's Grade A Signal. 





A 




CHANNEL 3, NORFOLK, VIRGINIA 
Business Office and Studio — T20 Boush Street, Norfolk, Va. 
Telephone: Madison S-SVII 
REPRESENTATIVE: Edward Retry & Company, Inc. 
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SPONSOR'S FIRST 10 YEARS. 



i 

NOTHIM 




10 years ago SPONSOR appeared on the broadcast 
scene with a sparkling new concept — a use magazine 
beamed 100% for air-minded agencies and advertisers. In 
the decade recently completed its impact has been fully 
felt and its concept fully tested. Nothing speaks louder 
than results, and the ladder of uninterrupted growth 
shown on these pages underscores sponsor's progress. 
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In its second decade, spOxXSOR has gone weekly with a remark- 
able new format. It combines the tise article concept for which 
SPONSOR is noted with a use newsletter of essential tv/radio reading 
for busy executives. Thus an important dimension is added to broad- 
cast trade publication service — and more decision-makers are better 
informed on air advertising than ever before. Today seven out of 
every ten copies of SPONSOR go to air-minded agencies and clients. 

Th e Wee k ly Magazine TV / Radio Advertisers Use ^. 



ON YOUR 
DESK 
EVERY 
FRIDAY 



Contract 
Advertisers 
Are Protected 
At Present 
Low Rates 
Throughout 1957 

<r«t« IntreaM I Miy 1937) 



I 




KVLC 

LITTLE ROCK 

is undisputed TOPS in 
ELEVEN CONSECUTIVE 
MONTHLY HOOPER 
RATINGS! And leading in 
145 out of 200 quarter-hours 
according to PULSE Metro- 
politan Report!* 

"Monday Through Friday 




Get the KVLC SUCCESS STORY today! 
New York: Richard O'Connell, Inc. 
Dallas: Clarke Brown Company 

Chicago: Radio-TV Rep., Inc. 



National and regional spot buys 
in work noiv or recently completed 

^ >POT BUYS 
I 

TV BUYS. 

TREND OF THE WEEK: Advertisers \vliose products are seasonal 
are planning their campaigns earlier this year to secure the best 
times for their advertising. Many seasonal advertisers last year 
found it necessary to modify their tv advertising because important 
time segments were not available. Big sales were lost and ill-will 
created with their distributors, wholesalers and retailers. Christmas 
time is a crucial period for toy manufacturers; note below the fore- 
sighted plans of the Marx Toy Co., New York. 

Major Industries, Cambridge, Mass., is introducing its new prod- 
uct Takc-Oflf in a 13- week campaign in major Eastern cities. Skin 
softener product has already been advertised in New York, Boston 
and \eu Haven. Average number of announcements will be 10-12 
])er week ])er market. Announcements of varying lengths will be 
broadcast live and on film during daytime segments with a women's 
audienre in mind. Buying has just begun. Buyer: Janice Hamil- 
ton. Agency: Fairfax, New York. 

Colgate-Palmolive Co., New York, is buying for its Ad detergent 
nationally. Schedule for film commercials begins in early April. 
Bu\ ing has not begun. Buyer: Abbot Davis. Agency: Lennen & 
Newell. Inc., New York. 

Foster-Crant, Inc., Leominster, Mass., is going into 40 major 
cities to advertise its Fosta-Grant Sun Glasses for a spring-summer 
schedule. Pattern: three to six announcements per market per week. 
Nighttime hours are being sought for the one-minute film commer- 
cials. Buying has just begun. Buyer: Janice Hamilton. Agency: 
Fairfax, New York. 

Oakite Products, Inc., New York, is planning to buy time in 
major Eastern cities to sell its Oakite. Film conunercials will be 
minutes and I.D.'s. The campaign will start in late March, Buying 
has not begun. Buyer: Jim O'Leary. Agency: Calkins & Holden, 
Carlock, McClinton & Smith, New York. 

Procter and Gamble Co., Cincinnati, is preparing a 52-week cam- 
paign nationally for its Big Top peanut butter. The schedule will 
go on the air in March. Buying has not begun. Buyer: Joe Bur- 
beck. Agenr\ : Compton, New York. 

Marx Toy Co., New York, is going into the top 25 markets late 
next September. The campaign for its many toy products will run 
until the Saturday before Christmas. Plan is to buy time on two 
stations in each market during evening hours on weekdays : da\ lime 
hours on \\eekends. The 60-second film commercials are strictly 
slanted to a juvenile audience. Buying has not begun. Buyer: 
Otto Hagland. Agency: Al Paul Lefton, New York. 
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a TALLER tower . . . 



(1 137' above ground) 



MORE coverage . . . 



(1280' above average terrain) 

and right in the 
HEART OF TEXAS 




Represcnced Naiionall) by 
Paul H. Raymer Co., Inc 
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Spot buys continued... 



You SELL 

Louisville 
When 
You Use 




GINGER CALLAHAN 

GINGER CALLAHAN ... the 
woman's touch in the best in 
country music and entertainment 
is supplied Kentuckiana listeners 
by red haired Ginger Callahan — 
The same superior showmanship 
that has placed Ginger in the 
number one position as a femi- 
nine entertainer becomes equally 
successful solid salesmanship 
when you specify Ginger Calla- 
han for selling your customers in 
Kentuckiana. 

Represented by 
John Blair & Co. 




WKLO 

LOUISVILLE 



RADIO BUYS 

TREND OF THE WEEK: Better use is hein* made of personalities 
through the use of ad lib coinniercials. Sponsors know the tremen- 
dous value of a personalit) ; nevertheless, some have been fearful 
personalities might mishandle the commercial if allowed to tell the 
stor\ in their own words. Result: the canned copv sounded un- 
natural and minimized the impact of the personal endorsement. 
\ow, many advertisers are giving the personality as much latitude 
as they need to properly integrate the amiouncement. Note below 
P. J. Hitter Co.'s campaign. 

P. J. Ritter Co., Bridgeton, X. J., is planning a campaign in two 
segments for its Deluxe ketchup and farm-st\ le relish. The first seg- 
ment begins 1 April for 13 weeks in Eastern cities; the second seg- 
ment begins in September for 13 \\eeks in the same areas with iXew 
York and Xew England added. Average number of announcements 
per week in each market is 20-2.5. Most will be aired Wednesda\s. 
1 hursdays and Fridays during early-morning and late-afternoon 
hours. The agency has created a new transcribed jingle "different, 
different, Ritter has that different flavor" that will easily integrate 
with a personalit) s ad lib commercial. Buying has not been com- 
pleted. Bujer: Barbara Jones. Agenc\ : Blaine-Thompson. 

American Tobacco Co., New York, is buying time for fiher-tip 
Tareyton cigarettes. Nationwide schedule begins in March and con- 
tinues until the end of the year. E.t.'s of varying lengths will be 
slotted mornings 7-8:30 and evenings 5:30-7. Number of announce- 
ments per week in each market w ill run from 20 to 45. Bu\ ing is 
almost completed. Bu\er: Anita \^'asserman. Agencj : Lawrence 
C. Gumbinner Agencv. New York. 



RADIO & TV BUYS 

TREND OF THE WEEK: Manufacturers of farm products are 
using tv as well as radio to reach the farmer. Thinking has been 
that the farmer had little time for tv because of his working hours. 
Many believe the farmer's listening habits are not too different from 
others. Note below^ Nitrogen Div. of Allied Chemical & Dye Corp. 

Best Foods, Inc., New York, is placing commercials in approxi- 
mately 12 markets in the East and South. Radio-tv campaign for 
Hellmann's Mayonnaise will run eight to 10 weeks. Minute e.t.'s in 
radio and film commercials in tv \\ill appear during daytime seg- 
ments. Buying is not completed. Buyer: Gail xMyers. Agenc} : 
Dancer-Fitzgerald-Sample. Inc.. New York. 

Nitrogen Div. of Allied Chemical & Dye Corp., New York, is buy- 
ing time in the Midwest and South for 13 weeks to sell various farm 
products. Live announcements are being placed on radio in 60 
markets; film commercials on tv in 25-30 markets. A\erage number 
of announcements per week in each market is eight. To determine 
the pulling power of each medium, different cities are being used 
for tv. Buyer: Troy Ferguson. Agency: Albert Sidney Noble Ad- 
vertising. New York. 
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Do children 
avoid you? 



11" they're crussin^^ the street [ind wiitehiu^ 
your competition instead, maybe it's ix'caiise 
you're not showing them what they like best 
of [dl — Terrytoons ! Television stiitions that 
show Terrytoons find they can draw a crowd 
(I in/f i nif. \'\)V examj)le . . . 

(tni, Los Aii(/<l('s: ktvv added Terrytoons 
and increased its ratings i)y J' tiiiKs diirinj^ 
the first year I 

IJ noon, riiHiuhlphld: WFIL-T\' j)iit Terrytoons 
on and niorc llnni donhlcd its share ol" audience 
the first year! 

p))i, Wdsh 1 nf/ton : w.mal-t\' j)ro.i^Tammed 
Terrytoons and (juatlrnpU'd its share of 
audience the first year! 

7:IH) pni, Xcir York: woii-TV i)Ut on Terr\-toons 
and (hnblcd its ratings the first year! 

And the story's the same across the nation. 
Wherever and whenever a broadcaster j)rograms 
Terrytoons, up go the ratings. If you want 
children to like you, get details on Terrytoons 
(available to all stations) by calling or wiring 
the nearest office of . . . 

CBS Television Film Sales, Inc. 



Ilu' hrsi filiiix for nil sltilimis" 





J 



RADIO AND TELEVISION 



g buyers' guide 

to station programing 



If you were a timebuyer asked to make up a list of 60 farm stations 
how would you go about It? If it were your job to build lists of 
stations featuring farm programing, or sport shows, or negro, news 
of Latin American programing, homemaker shows or other special appeal 
programing where would you turn? 

If you were asked to make up a list of tv stations on one day's 
notice and needed film and slide requirements of each station; if you 
had to know about likely homemaker shows, farm programs, sportscasts, 
feature film availabilities - what would you do? 

The busy timebuyer, accoant executive, and ad manager turn to the 
Buyers' Guide to Station Programing . It works wonders for him. It's 
the only tool enabling him to quickly, accurately and expertly sort 
out the 3,500-plus radio and tv stations of the U.S. and Canada by 
their program characteristics. 

The 1957 BUYERS' GUIDE is as basic as your rate card. It's the only 
source of its kind. Your ad in BUYERS' GUIDE, near the programing 
analysis of your own station, will benefit from a year 'round exposure 
before the largest concentration of advertiser-agency readership in 
the trade paper field. BUYERS' GUIDE goes to the full SPONSOR reader 
list of 13,500 circulation. 

Send your reservation in right away. Use the attached order form, 
or wire collect for choice position. Regular rates and frequency 
discounts apply. 

Sincerely, 
Arnold Alpert 

BOLDFACE LISTING WITHOUT COST 

Along with your ad in the 1957 
BUYERS' GUIDE your station 
will be listed in boldface in 
the master directory. 



SPONSOR SERVICES INC. 40 EAST 49TH ST., NEW YORK 17. N Y. 

1957 BUYERS' GUIDE ADVERTISING ORDER FORM 



Please reserve following space in the 
1957 BUYERS' GUIDE TO STATION PROGRAMING 



□ full page . . 



$450 

7x10 



□ halj page .... $265 

horizontal Txi'i 



□ t^uo-third page . $330 

vertical i^^xlO" deep 

□ one-third page . $180 

vertieal tXlO" deep 
horizontal (master directory only) 



I understand my ad entitles me to boldface listing of my 
station in the master directory at no extra cost. 

NOTE TO CONTRACT ADVERTISERS: Eirned contrad rales In I ijlnj frequency 
discounts, applies to BI YERS.' r.VIDE and FALL F.\CTS BASICS. 



□ I prefer placement in Master Directory 

□ I prefer placement in category listings 



Firm_ 
City. 



.Zone. 



.State- 



Name. 



CATEGORY 
LISTINGS 

RADIO 

Classical Mugic 
Farm Service 
Country and 

Western Music 
Foreign Language 
Latin American 
Segro 

Popula r M usic 



TELEVISION 

Fa rm Service 

Feature Film 

HomemaJ<ing 

Special Facilities <£• 
Film & Slide 
SpecifieationM 

Specialized Appeals 

Sports 



file BIG SWITCH 
is io WIBG 



-o'-the 

MORNING 

SHOW . 

V . \ V y / !. 




//•'•! / 

* :' Bubb'ing brimming Big Tom i 
\/ pefionahly is o reol 

» morning wotcr upper 



WIBG 

SUBURBAN STATION BIDG., PHIIA. 3, PA., ftl 6-2300 
National Representative: RADIO-TV Representatives 



Montgomery's No.l 

(says Hooper) is 

WRMA 

Serving 200,000 Negroes 

Od.-Nov. 1956 Hooper 
Av. share 7AM-6PM 

WRMA 27.6% 

Second station, 1\A% 

*Signed off 4:45PM during survey 

Exclusive Market 

The only Negro station 
I in a Central Alabama 

area with 53% Negro population 

WRMA 

Montgomery, Ala. ' 

. Judd Sparling, Commercial Manager 
Joseph Hershey McGillvra, \ 
I National Representatives 



News and Idea 

WRAP-UP 



ADVERTISERS 

The Dr. I'eppcr Co. is ('oiiiinji 

al<>ii<; pretty fast iie>* ad hiuljiet 

for I9.>7 Mill top S2 iiiillion. 

'] \n^ is the l)iggesl outla\ in the 71- 
year lii.-lory of the J^ofl drink firm and 
i* more than lO/c higher than la«t 
)ear's expenditure. 

^ledia empliasi? for the current \ear 
will be on tele\ision, and radio, with 
tv spot plans encomjiassing around 70 
stations. Billhoards, radio, and news- 
jiapers will he used as supplementary 
media in tv markets and as prime 
media in non-tv markets. 



Meiinen's new type pre-sell cam- 
paign — the I^ady-In-\Vaiting promo- 
tion aimed at introducing its baby 
products to expectant mothers — got a 
special send-off at the Sheraton-Astor 
in New York last week. 

Almost 2.500 "ladies in waiting" at- 
tended a three-hour program designed 
to "emancipate anticipation." The 
Salute included a fashion show, make- 
up tips, entertainment, etc. The pro- 
gram will be repeated throughout the 
country for expectant mothers in other 
cities. 

Background for the unique promo- 
tion is Mennen's nation-wide survey 
which shows that the average exjject- 
ant mother feels "dowdy, neglected, 
and generally out of things. ' The 
"Salute Every Lady-In-\^ aiting" cam- 
j)aign is designed to make her feel at- 
tracti\e, active and imjjortant (while 
also introducing her to Mennen s baby 
products.) 

The cross-country salutes are being 
co-sj)onsored by Lane Bryant. Grey 
Advertising is Mennen's agency. 



The American Can (]o. is offering 
a co-op ad plan to its carbonated 

beverage can customers >vith 

Canco absorbing up to .^0^ of 



the cost of advertising and pronu>- 
tions. 

The jjrogram in behalf of "Mira- 
Can consists of two alternate plans: 

1) On j)rom(jtions and advertising 
combined. Canco will pav .SO'? if 
iMiraCans are featured exclusiveh and 
20/c when other types of soft drink 
containers are shown and or men- 
tioned along with MiraCans. 

2) On promotions only. Canco will 
give a 2.5' ( allowance for tv (20't 
for space) when MiraCans are used 
exclusively and 10'? when other con- 
tainers are shown and or mentioned 
along with Canco's container. 

Whirlpool-Seeger and the Birtniau 
Electric Co. (vacuum cleaners and 
other appliances) stockholder;- will 
meet 29 March to vote on a proposed 
merger . . .American Brands. Inc., 
new company formed to market new 
food products, will start off with "2 
Sec'n Tea". The instant liquid tea con- 
centrate has been test-marketed region- 
ally under a private label brand and 
now- being introduced nationally. Media 
plans are not definitely set as vet. 

Vincent J. Kirhy is the new sale> 
and advertising manager of the Hurry 
Biscuit Corp . . . Scott Paper reports 
a record year with S270.31 1.3.37 in net 
sales (9.6/1 above 195.5) and net earn- 
ings S22.355.721. . 

Phillip Morris reports consolidated 
net sales at $326,814,554 for 1956 as 
compared with $283,218,646 for the 
previous year. Net income for 1956 hit 
$12,763,261, a 12'( increase over 
1955. Phillip Morris tops off the re- 
port with the statement that it is "em- 
barked on the strongest advertising 
program in our Company '^ history" 
. . . Last year saw (General Elec- 
tric sales pass the billion mark 
for the first time. Net earnings rose 
to $213,7.56,8-19. but this is only a 
2'f rise over the preceding year while 
the increase in sales volume was \V>'^i . 
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AGENCIES 

llfr<' iirr iIm" top 10 <'rtir<iii<; 

u^ciK'ics ill n\Hil ]iil]iii<;s for l\n- 

loiirtli <|iiiirt<'r o( 19.">(). iid- 

(lititm to tli<' Spot l'\('ii(litiirt' Kcpoitl : 

1. Ted IJiitfs 

2. .M((^;iiiii-l']rifk>on 

^ i)iiii<: l{iil»ic;im 

I. I);iiict'r-l'"it/>.'(.'riil(l-Saiiipl(' 

r>. lioiitoii & IJoulcv 

(y. J. W'liltcr I'liomp-oii 

7. 15151)0 

<".. Ia'o liiiniftt 

9. Coiiiptoii 
10. \. W. \\.T 

Noti' tliiit \yv appear^ in tlic top 
K) for tlic fir.-t time. '1\ 15 point- out 
DFSs ri>e to fonitli place (from 
>c\entli tin' prt'v iou- (juarter l i> due 
to incrciiM'fl acti\ it\ of l)otli CcntTiil 
Mills and I'rtcr I'anl and Coinptons 
rrtiirii to tlie top 10 l»cciinst' of I'&G's 
incifast'd n>c of >pot for its liig I <»p 
I'ciiniit lUitter, Comet Cleanser. Dnz 
and Ivor) Flakes. 

(See Spot Pv Fijiure- Hit New lli<;li 
in Fonrtli Quarter. I() Fel)rnarv Sl'0\- 
SOH issue.) 



(Jrir.\vold-Ks!ileiiuiii. Cleveland, re- 
tently observed its IStli amiiversarv 
and topped olT tlie occasion bv present- 
inji .-erviee awards to 24 long-time 
employees. The lionored 24 represent 
a combined total of 391 \ears of serv- 
ice. 

During tlie 45 \ears. tbe agenc\ has 
grown from one emplovee to over 100: 
annual billings now top SIO million. 

Present ofllcers (all among tbe long- 
time employees I are: Kenneth W. 
\kers. president i 2.S \ears 5er\ ice ) : 
Fee K. Ciinfield. \ ice president (21 
years scr\ice): Charles Farran. vice 
president (29 years -ervice); W illiam 
A. Weaver, vice president (22 \ears 
ser\ ice) : and Jolni F. Davis, secre- 
tary-treasurer ( long-time service leader 
with 32 \ears). 



Iliiinlioldt Greig i< heading up C. J. 
LaKoche"s timehu\ing department. He 
formerly operated hi-; own radio and 
t\ stations in Reading. Pa. Before that 
he was with ABC and DuMont. 

Liieian K. BIddiii is new media 
manager at Cunningham & Walsh. He 
will report to Xewman F. McFvoy. 
^^enior v. p. and media director. Bloom 



I 



UNANIMOUS! 

Hooper, Pulse, Nielsen, Cumulative Pulse 

All Agree! 

N0.1 

Radio Station in Houston is 




HOOPER (Dec. l!):)(;-.laii. M):u) K-Xl'Z k'iuU all .stations by a 
wide margin . . . 26. of tlie inoniini; au(li(!iK'(' and 
'S'2.2'/o of the aftornooii audionr-c. Tlii.^ i.< almost double 
the audience of the second station from 7 :f)0 AM to 
G:0() I'M. 

PULSE (Oct.-Xov. 1956) K-XTZ is No. 1 in all rated time 
periods Monday tlirougli Saturday. Xino of the top ton 
five-time a week shows belong to K-X^CZ. 

NIELSEN (Dec. lOofi) K-XUZ is Xo. 1 in Total Dav Audience 
G:00 A.Al to 12:00 :\[idnight, and K-XaZ is X'o. 1 in 
total audience G:00 A:\[ to 3 2:00 .Midnight in the X'Sl 
area. K-XUZ is almost double the .-ccond station in 
the ^letro audience ! 

CUMULATIVE PULSE FOR HARRIS COUNTY (Xov. 1956) 
K-X^UZ reaches uiore homes in Harris County (home 
county) than any other Houston station on a daily 
basis and a weekly basis. Iv-XUZ delivers 226,200 homes 
in Harris County weekly or 74.2^ of all homes in 
Harris Countv weeklv. 



, Xow . . . K-XCZ is the Leader by a GKEATER 
j\ ]\[AK(i'IX — Yet the rates are Low. Low. Low! 
Join the Kusli for Choice Avails. In Houstf)n the 
swiiii: is to RADIC) . . . and Radio in Houston is . . . 





HOUSTON'S 24 HOUR 

National Reps.: Forjoe & Co. — 

• Chicago • Los Angeles 
Philadelphia 



New York 
San Francisco • 



Seattle 



MUSIC AND NEWS 

Southern Reps.: 

CLARKE BROWN CO.— 

Dallas • New Orleans • Atlanta 



IN HOUSTON, CALL DAVE MORRIS, JAckson 3-2581 
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was forinerlN media supervisor at KSi*.. 
\\ . St<'i»li«'iis I)«'it/., actinji heaii of 
KeiiNon & Eckiiardt's promotion de- 
partment, has been named vice ]jresi- 
dent in eliarjze of tlie dejjartment. 
Dietz is also ciiairman of tlie market- 
ing ])lans committee. At the same time 
K&l] has named INliiton .Margolis as 
manager of merchandising and George 
Cadenas as manager of pui)iicity. Hie 
promotion dejjartment, along witii the 
media, tv and radio programing and 
researcli departments, is under the 
jurisdiction of G. .Maxwell Ule, senior 



\ ice jjresident in charge of marketing 
ser\'ices. 

On tli«' suhjeft of misleading 
claims: Martin Aaron, director of the 
American Standards Testing Bureau, 
finds clients more guilt) of exaggera- 
tion than ad agencies. The direction 
of the independent testing firm finds 
cop) writers as "rarely guilt\ of any- 
thing more serious ' than the use of 
extra adjecti\es. 

]N«'w agency appointments: Glamur 
Products (Eas) Glanmr rug and fabric 
cleaners) has appointed Grey Adver- 
tising to handle all advertising. . . . 



CITATION 

TO 

KRMG, TOLSA 

FIRST PLACE 



1 



FOR OVTSTAliBlNGEXCKAHGE 
OF NEWS THBOOGH THE AP 

1956 

TH^ ASSOCIATED PRESS 
10 S TELEVISION ASSOCIA 





WE ARE PROUD TO HAVE WON THIS HONOR IN 
FRIENDLY COMPETITION WITH 1600 AP STATIONS. 
THIS IS ADDITIONAL PROOF THAT KRMC IS AN 



OUTSTANDING MARKET. 



ASK YOUR BLAIR MAN FOR THE KRMC STORY. 



50,000 WATTS 
740 KC 



TULSA 
OKLAHOMA 



THE GREAT INDEPENDENT OF THE SOUTHWEST 



G. E.'s communication Products Dept. 
has appointed Brooke, Smith, French 
& Dorrance as national advertising 
and marketing counsel as of 20 Mav. 



NETWORKS 

Reasons for 'Mlie greatly impro%e«l 
atmosphere for network radio" 
wer«' gi%en an«l j»re«licti«»ns about 
its future were made this week by 
Matthew J. Culligan, NBC vice presi- 
dent in charge of the radio network, 
before the Broadcast Advertising Club 
of Chicago. 

The predictions: 

1. Network radio is here to stay 
and will survive as long as the other 
major advertising mediums — including 
tv, magazines and newspapers. 

2. New audience research tech- 
niques will be developed this year 
year which will show the "true audi- 
ence levels" of radio, including in and 
out of home portables as well as car 
radios. 

3. Tlie fall of 1956 through the 
spring of 1957 will prove to be the 
"turning point" in the upswing of net- 
work radio. From this point on radio 
will gain strength in advertising in- 
come. 

Culligan sees seven "forces ' at work 
which have arrested the downward 
trend and started network radio on 
its swing upward. These forces are: 

1. Stability of audience. 

2. Research — showing network 
radio as "definitely superior to any 
other medium" when used as a sup- 
plement to an existing campaign. 

3. Merchandisability. 

4. Economics of tele\ ision : Where 
high costs have forced the alternate 
week pattern and so turned many ad- 
vertisers to network radio as a bridge 
between the gaps in tv ex]JOsures. 

5. New equipment: Such as NBCs 
hot line service- transistor radios, etc. 

6. Need for networks: — ''Advertis- 
ers and agencies recognizing network 
radio as a supermarket way to buy.' 

7. Imagerv Transfer: Radio com- 
mercials as a means of keeping visual 
ad images "ali\ e in the mind." 



Tplephonr Time will move from 
CHS TV to ABC TV in April. The 

show, sponsored bv American Tele- 
phone and Telegraph, will be >lotted 
in the Thursday 10-10:30 p.m. spot 
replacing Air Time '57. Contract with 
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Warnings by «<««<> 



Road Tips 
Scheduled 

by WW J 

Molorisl" to (•■'-■t 
folicc lleiMir*'* 
f.vcry 10 Minul'S 



Great New Service 



to Rush Hour Motorists 



Means Even Greater Audiences 
for WWJ . . . 




Driving to Work 
BOB MAXWELL 

6:00-9:00 A.M. 



Music with a melody, news, 
weather — and official expressway 
traffic reports every 10 minutes. 



Driving Home 
JIM DeLAND 

4:30-6:00 P.M. 



"Bumper to Bumper Club", news, 
sports — and official expressway 
traffic reports every 10 minutes. 





Limited number of participations available 
Call your PGW Colonel or WWJ today 



WWJ 



AM AND FM 

RADIO 



WORLD'S FIRST RADIO STATION 
Owned and operated by The Detroit NeWS 

NBC AffllJale 

Noliono/ Represenlalives: Peters, Griffin, Wood'^ard, Ine 
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\HC. if for .i2 weeks with starting elate 
-et for eitliei I or 1 1 Xpril. 



l\ !ilalH>ii? «M|iii|>i>e«l to l>r«>ii«lcast 
in vi>]i>r iiitVi t«>l;il '27>7 according to 
NBC researeli (le|)artment estimates. 
()^er half of these (136) are NBC 'r\ 
adiliates and can service 96' t of the 
total niiniher of t^ homes in the I . S. 
. . . Vhv Fortl F«>un(lati«>ii is 
pulling; onl of Omnibus and has 
no iiinnediate plans for further ac- 
ti\it) in coiinnercial t^. Robert Saudek 
Associates (Saudek is director of the 
Foundation's t\ -radio uorksh()|)l is 
taking ()^er the Omnibus propert\ and 
plans to present the program on an 
entire!) commercial basis. 
Your Hit I'arfule m'iW have an en- 
tirely new cast next fail. \e\\ singers 
will he Jill Corey, \ irginia Gibson and 
Tommy Leonetti, with a fourth ^•et to 
be picked. Don Walker will take over 
as musical director . . . Quaker Statf 
Oil Refining: Corp. has bought 
Mutual's major league Game of the 
Day series |ilus six five-minute sports 
broadcasts by Frankie Frisch. Starting 
date is tcntati^elv set for 30 March. 
T/ie International Aniatoiir Hour, 



Men in TV |>r(><lu(-l!(in alt .say: 

"I'Uc host spots coino from JiMnresinr' 




I I 
I I 
I I 
I I 

• ANIMATION 

STAGE 

• LABS AM3 
OPTICA LS" 



JAMIESON 

FILM COMPANY 

3825 Bryan • TA 3-8158 • Dallas 

^^clietils include: 

Fitzgerald Advertising Agency 
Crawford i Porter Xdicrtising. Inc. 
MtCann-Lrickson. Inc. 
Tracy-Locke Company, Inc." 



Mexican alliliate of the Original Ama- 
teur Hour (ABC TV), has been on 
the air six weeks now. The program is 
seen on three t^ chamiels and heard 
on 41 radio stations south of the 
border. Three-time winners in Mexico 
recei\e all-ex|)ense trips to \ew ^'ork 
and an a|>|jearance on the L'. S. 
counter|)art show. First Mexican win- 
ner will a|)pear on the \ew York 
originated show 10 March. 

TV STATIONS 

M«>re an«l more jstations ar«> a«l(l- 
ing; a new pie<"e of e«piipnient — 
the airplane. Stations WBT, WBTV 
and \Y\m\\ the Jefferson Standard 
trio, have found that a .station-owned 
plane pays off. In less than a year 
after the |)urchase of a twin-engine, 
.")-place Cessna, new business obtained 
through the plane's use and j)laced on 
the three stations has amounted to 
more than double the purchase price 
of the Cessna. 

The plane is used for two purposes: 
1) By the sales staff for flights to dis- 
tant cities for conferences with agen- 
cies. re])s and sponsors and 2) \U the 
news staff — when newsgathering does 
not conflict with pre-arranged sales 
trips. 

The stations also make double use 
of their |)ilot. Thomas C. McNeil. 
W hen he isn't fl\ ing, McNeil ser^ es in 
a sales development capacity. 

Here's a ease where law enforce- 
ment ofTicials w«>rke<l in coopera- 
tion with broadcast newsmen: 

Stations WMBR and WMBR-TV. 
Jacksonville. Fla. teamed up with the 





Duval County sheriff for on-the-spol 
coverage of the arrest of principals in 
a bab) -sitting racket. 

While the negotiations between bu\- 
er and .seller were going on. newsmen 
from WMBR shot newsreel and still 
pictures from the back of an unmarked 
panel truck. The collaboration between 
ci^ ic officials and the radio-tv news- 
men was so successful that the sheriff 
has pledged full cooperation with the 
broadcasters in the future. 

Tv applications: Between 18 and 23 
Februar\, one construction permit was 
granted, and one application for a 
new station was filed. 

Construction permit went to Laurel 
Tele^ ision Co. for Channel 7. Laurel. 
Miss.; permit allows 97.77 kw visual. 

Application was made by Grays 
Harbor Television Inc. for Channel 58. 
Aberdeen, Wash., 9.4 kw visual, with 
tower 41 feet above a^ erage terrain; 
plant S77.35(J: \ early operating cost 
$40,000. 

John T. (iriffin, president of the 
Tulsa Broadcasting Co. (KT\ \). Con- 
solidated Radio Enterprises (KTLL. 
Tulsa and KFPW. Ft. Smith, Ark.), 
and Central South Sales (KATV, Pine 
Bluff-Little Rock) has announced these 
executi\e changes: James C. Leake, 
former executive vice president, as the 
new president: Mike Shapiro, manag- 
ing director of KT\'X and KATV. as 
executive \ ice president and member 
of the board. Grifhn becomes chair- 
man of the board. 

Ilal Keniie<ly has been named sales 
ser^ ice director for KKTV. Colorado 
Springs. . . . X^'REX-TV. Rockford. 
111., will originate color telecasting 
starting 6 March. . . . William D. 
Megaliee has joined WT\'J. Miami. 
a.s national sales re|)resentative and 
food specialist in the sales department. 



"He just heard over KRIZ Phoenix 
that his house is on fire." 



KSON 



66n| 99 

Son Diego's No. Hf^Rodio Station 



PULSE 

"Out of Home" & "In Home" 

llciiiTsrnlnl .Valliawlly liy I'XilUdK C.i, 
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WrVE BLOWN m LID OFF IN 





TAKE A LOOK AT THIS 



TIME 



MONDAY THRU SATURDAY 
1:00 Ail.- 17:00 NOON 



WFBL 

ABC I A I B I C I P 
37.1 24.5 16.3 11.0 10.3 



'ST^or.ZT 31.3 20.6 7.6 20.3 18.1 



SUNDAY DAYTIME 
10:00 A.M.-<:00 P.M. 



28.3 15.6 18.5 18.5 17.3 



MONDAY THRU SATURDAY 9 j r iai 77 9,7 9 . . 

«:00 P.M.- 10:30 Pil. 2^-5 '8.1 /./ 23.7 24.4 



TOTAL RATED 
TIME PERIODS 

* Hooper, Jan.-Feb. 



31.2 20.8 11.1 18.1 17.2 



FOUNDERS 
STATION 

One of the Founders' group of stations, including KPOA, 
Honolulu, and the Inter-Island Network; WTAC, Flint, 
Michigan; and KTVR, Channel 2, Denver, Colorado. 
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RADIO STATIONS 

Here's* a promotion i<leii-al-Mork 
from WIIDII, Boston: 

It has bought a series of sign-oil 
spots on the student-run Harvard Busi- 
ness School radio station, W'HHS. 

N^'lIDH figures that it is pitcdiing its 
stor\ at future tiniebu\ers, ad men and 
sponsors. 

KJCK. Junction City. Kansas, lias 
jnst Monnd up an unnsiial 12 day 
niusieal promotion stunt. 

The station gave away its entire li- 
hrar\ of 78 KI'M records (I,46{',) via 
a nanie-it-and-elaini-it contest. The 
records were pla)e(l and the first per- 
son caUing in and identif) ing the tune 
won the disk. Aside from jamming 
the telephone lines, the station received 
over 1,500 cards and letters in connec- 
tion with the promotion. 

Ifere's the way the stafT realign- 
ments at NBCs Cliieago stations 
work out: 

New manager of WMAQ and 
WAIAQ-FM, is Howard W . Coleman. 
Coleman will be responsible for the 
supervisor of radio sales and program- 



ing. Coleman was former head of the 
\\'\BQ color sales development unit. 

Kussell G. Stebbins, former director 
of sales for W'AIAQ and WNBQ, will 
now asunie the duties of director of 
sales for W \BQ only. 

The re-organization is intended to 
result in a more complete separation 
of sales and programing for both radio 
and tv, and to assure autonomy for 
both media in the sales and program- 
hig area?. 

'V\\<t Miisie Hroadeasti ng Co. 

(WORD, Grand Uapids) has bought 
WKXK, Muskegon. Mich. . . . WDIA, 
Memphis, got a nice write-up in the 
February issue of Coronet Magazine. 
. . . Jo Hanson has been named di- 
rector of advertising, promotion and 
publicity for W'MGM. New York. Ran- 
son was formerly in charge of press 
relations. . . . Ken Firnstahl has been 
appointed general and sales manager 
of KEVE, Minneapolis. . . . WHLI, 
Hempstead, L. I. (Peter Godof'^ky. gen- 
eral manager), which is celebrating its 
10th anniversary, has been granted 
1000 watts per day on 1100 KG. This 
is an increase from 250 watts on the 
same frequency. 



COMMERCIALS ' 

EfTeetiveness of tv eommereials 
cannot l>e measured l>y the re- 
membrance of copy points tests, 

according to Leonard Kudisch, execu- 
tive v.p. of Schwerin Research Corp. 

Kudisch finds that in audience-test- 
ing over 5.000 eommereials, the ef- 
fecti\ e announcements fall into two 
categories — the logical commercial and 
the mood commercial, and neither of 
these types of commercials measure to 
the same degree of elTectiveness with 
eop) point recall methods. 

Kudisch also lists four common 
faults to be found in inelTective com- 
mercials: 

1. Poor blending of logic and mood. 

2. Absence of demonstration. 

3. "Piling on" of copy points. 

4. Use of entertainment that is un- 
related to the sales objective. 

Jerome V. Ansel, former production 
manager for Sturgis-Grant, has opened 
his own tv commercial film studio in 
New York . . . Telepix Corp. has 
opened a New York office. 

ASSOCIATIONS 

Tlie most important challenges in 
the broadcasting industry were out- 
lined by NARTB president. Harold E. 
Fellows, at last week's Second Annual 
NARTB Conference of State Associa- 
tion Presidents. Concerning the public 
relations problem. Fellows called on 
State Associations to keep the NARTB 
up-to-date on local level activities. 

On the subject of free access to news 
sources, the NARTB president asked 
for full industry action against '"arti- 
ficial" rules and regulations that pro- 



BEGIN YOUR 
RADIO ENGINEERING YEAR 

WITH MORE THAN 800 NEW IDEAS! 



A'o wonder engineers say the radio-elect ronica year begins in March! This 
year, the manufacturers aad suppliers for this 12 billion dollar and still grow- 
ing industry require 4 floors of the Coliaeum to show you their new ideas. 

834 exhibitors representing more than 80% of the industry's productive 
capacity will display all that's new in equipment, component parts, instru- 
ments and production at The Radio Engineering Show. Attending the Show 
gives you an opportunity to talk with the men re.sponsible for these newest 
advance.s in radio-electronics. The 55 technical sessions of The IRE National 
Convention, with over 200 new papers presented by 22 different professional 
groups, will also inform you of up-to-the-minute developments in your 
specialized field of electronics. 

• Begin the year right. See and hear all that's new in 
1957 radio-electronies. Plan to attend or, better 
still, make your reservations today! 



REGISTRATION: 



18-21 




IRE Members Sl.OO 
Non-moml>ers S3.00 



The IRE National Convention 
Waldorf-Astoria Hotel and 
The Radio Engineering Show 
Coliseum 
New York City 

The 

Institute of 
Radio 
Engineers 

1 East 79th Street, New York 21, N. Y. 
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BIRMINGHAM 



l^labama's in Television 



Bl^lR-TV 
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WCAU 



PHILADELPHIA 



means 
drama 



You've seen "Waterfront." It appears on film in many markets . . . 

in Philadelphia it's the number one local television show. You just 

don't get a rating like that for a syndicated show without 

well-executed publicity, promotion and merchandising. And that's 

just the kind of support WCAU gives its programs. One sponsor. 

La Rosa macaroni products, canceled other forms of advertising becau.'^e, 

"the combination of WCAU-TV coverage plus 'Waterfront' audience 

is actually delivering more per dollar than anything we ever u.'^ed before." 

The co-sponsor. Foremost Dairies, reported lightning reactions 

to a special cottage cheese offer made on the Sunday night program, 

with driver-salesmen selling out on Monday morning. 

So you see WCAU sells with drama. WCAU can sell for you. 



WCAU, WCAU-TV The Philadelphia Bulletin Radio and 

TV stations. Represented nationally by CBS Spot Sales. By far Philadelphia's 

mo.'it popular stations. Ask ARB. Ask Pulse. Ask Philadelphians. 
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hillit r;Klio-t\ coinpelilioii on an ('(jual 
l)a>ih w 'dh other news jialheriiig media. 

In lefrard to |)a\ -a?-\ on-see tv, Fel- 
lo\NS ^tre^sed that "WC are dead seri- 
ous" in our purpose to preserve tlie 
\inerican s\^teIn of free television. 

FILM 

Tlu' |>rol>l(Mii of how to t:ik«» th«» 
fiJinihle out of syndinittMl film is 

ii.ereasingK bothering distributors as 
both eoinpetition and costs rise. 

Pbis is partieularb critical witli 
first-run (jualitj jjroducts where pro- 
(bicti(3n-phis-?ale.s-and-o\ erhead costs 
can easily reach $50,000 per half-hour 
episode. Color pushes costs up even 
higher. 

W bile the answer to removing the 
gand)le is obviously to sell as many 
markets as possible on the basis of 
a pilot, the question often remains: 
How nuich money >hould be in the till 
before the distributor commits bini- 
>< If to a full series? 

One figure eommonl} l)andied about 
is one-third of the total expected cost, 
including sales and overhead. In other 
words, if a distributor's sales per epi- 
sode of a $50,000 opns gets over the 
$15,000 mark with oidy the pilot in 
tb.e can. he's just about reached safe 



ground and can start the production 
wheels turning. 

CHS I V Film sales w ill use this rule- 
of-thnnd) as part of the re-evaluation 
of its syndication pricing and produc- 
tion policies. 

Guild Films, however, took a chance 
on Capl. David Grief after signing 
Standard Oil (California), via BBDO, 
San Francisco, on the basis of a $365- 
000 deal, less than 2()'/< of the produc- 
tion cost alone. (Guild is now well 
over half ofT the book with the show. I 

Fvidence of efforts made to sell in 
advance of production is Ziv's signing 
of Hamm Brewing to a 55-market 
regional spread for Harbor Command. 
It was the largest pre-release sale in 
Ziv's history. The Hamm campaign 
won't begin until October 1957. 

An increasing number of stations 
are adding late-night programing 
hours and racking up respectable rat- 
ings with the new feature film pack- 
ages. 

Here are some examples by AAI*, 
distributors of the Warner Bros, 
package: 

• KREM-IV. Spokane, programs 
Warner features until 1 :00 a.m. three 
nights a week, had added an hour of 
programing in two cases and 90 min- 





Put ACTION in yout slide ptesenf$fion wifL. 
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We point with pride to the A.B.C. presentation at the Waldorf Astoria 
on February 13th as an example of what the CeMomatic Corporation 
can do for you and your clients. 

SCRIPT . DIRECTION • SOUND • PRODUCTION • STAGING 
SLIDES . STRIP FILM- • MOTION PICTURES 

And that big PLUS... 

CELLOMATIC PROJECTION! 

animation of motion pictures on a slide budget. 
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utes on the third night. \ovend)er 
ARB average for the features was 10.3. 

• K LAS-TV. Las Vegas, programs 
until 1 :00 a.m. six nights a week and, 
with the help of Warner features, aver- 
aged a 17.5 for December (ARB) dur- 
ing the late night jjeriod. 

Tv station program directors who 
feel their talents an; frustrated by 

the replacement of live shows with 
films ha\e creative opportunities with 
Encyclopedia Britannica Films, ac- 
cording to Richard Carlton, v.p. for 
sales. Trans Lux Tv Corp. 

Carlton, who recenth returned from 
a selling trip, pointed out EBF shows 
do not fill standard programing times 
and require a live surrounding format 
to be used to full advantage. 

Carlton reported sales in Denver 
(KOA-TV). Detroit and Minneapolis 
plus a deal pending in Los Angeles. 

Sol Lesser is placing Vice Squad, a 
new" tv series, in the works in partner- 
ship with Arthur Gardner and Jules 
Levy. . . . TPA has been named world- 
wide distribution rep for The Lone 
Ranger by Jack Wrather. The V. S.. 
Canada and England are not involved. 

. . . Guild's Kingdom of the Sea was 
bought in six markets during the first 
half of February. John Cole, Guild 
sales v.p, reported the show hung up 
a 28.3 against 30.2 for the $64,000 
Question in Seattle (February ARB 
coincidental) . 

STOCK MARKET 

Following stocks in air media and 
related fields will be listed each issue 
with quotations for Tuesday this week 
and Tuesday the week before. Quota- 
tions supplied by Merrill Lynch, 
Pierce. Fenner and Beane. 



Tiies. 

.Slock 19 Feb. 

New York Stock 

AB-l'T 22Vi 

AT&T 176% 

Avco 6^4 

CBS "A" 32 

Cohiniliia Pic. ITVa 

LoewV 19i'o 

Paramount 31 

RCA 32',s 

Storer 26 

20tli-Fox 23 

\^'arnpr B^o^. 25^t 

Westinghou^e 53*4 

American Stock 

AlhVd Artist* 3»s 

C&C Super 1 

DuMont Lab;-. 5>i 

Guild Fihns 3*> 

NTA 8-'^t 



Tiie*. 
26 Feb. 
Exchange 

2Wi 
177% 
6% 
31'; 
17 
19 

30% 

32^'s 

261.4 

23 

25^, 

53M! 

Exchange 

3Va 
1 

3>4 
8";s 



Net 
Change 



+ 1 



_ 1'., 

- V-j 

- Vj 

i 

+ '4 

+ Vi 

+ % 

- U 

+ '.s 
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MOUSETRAP, STEAM TRAP, SEWER TRAP 



...it makes no difference 



. . . the world Jiont beat a path to the door of 
the man who builds a better one and then doesn't 
advertise it so that people will know about his 
product, know where it can be bought and how 
much it costs. 

Advertising benefits the buyer, too. It tells you 
the product story, makes it easy for you to buy. 
Even more important to you, advertising leads 



to mass production and volume sales 
means lower costs and 
lower prices. 

Yes, "Ad\ertising 
Benefits You" . . . 
'specially business- 
paper advertising. 



wilier 




SPONSOR PUBLICATIONS INC. 
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gentlemen 
prefer 
sports 
in 

Milwaukee 



It used to be blondes, but WEMP has 
changed all that! The male population here- 
abouts is devoted to the Milwaukee Braves,' 
the Green Bay Packers and the Universityj 
of Wisconsin. They get play-by-play sports 
year round on WEMP with the Voice of 
the Braves, Earl Gillespie, at the microphone. 
That means you stand a good chance of reaching 
most of Milwaukee's breadwinners with 
your message on WEMP . . . and at an 
unusually low cost per thousand.- 



WE 



5000 wait ■power at 1250 k.c 






KEY ENTERTAINMENT STATION 

SPORTS: Lire Play-by-ploy Milwaukee 
Urates Baseball; I', of Wisconsin Football 
and Basketball; Green Bay Packer 
Football: speeinl sports etcnls, 
11 sportseasts daily. 

BIG 7 RADIO PERSOSALITIES: 
Rteords round the clock . . . hours 
a day, seven days a week . . . 

Si XEW SCASTS DAILY: Gathered and 
(dited by S-man WEMP neus department 
from L P news uire, I'P sports 
wire, J mobile units, special stntr' 
correspondents, V. S. Weather 
uire. Police and Fire Dept. radio,, 
regular daily telephone contacts}, 



represented wherever you live by Headley-Rted' 



photography Xiles Lauritzer 
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What' a happening m U. S. Goverruneni 
lhal afjects tponjort, agencies, sttuioat 
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Tv 8Uiti()ii8 iluil liave lr;niecl tiieir stork for leiiliiif liliii piickayos will he c-alled 
lo iircoiiiit hy the KCC. 

Under the law, stations are reciuired to report any substantial change in stock ownership 
within 30 days. Laxity in making such reports is deemed a violation of ownership responsi- 
bility. 

The citations will probably be issued also in cases where »lock has hceii excliangecl for 
consiiltiiig servifcs. 

The FCC h as afrreetl to funnel Federal Tratle Coniniiasion information lo tv 
and radio stations. 

FTC \vill advise the FCC when complaints are issued involving broadcast material and 
keep the FCC informed about the progress of proceedings against advertisers. The FCC's 
role beyond relaying the challenged commercials is not clear. 

As a matter of policy, FCC always has tried to steer clear of censoring cither 
commercials or programs, holding that it had neither the power nor the right to do so. 

Apparently that resistance has weakened under jircssnre from certain legislators, 
aided and ahetle<l hy the I'TC itself. 

OlTicially, the FCC does express the hope that hroatlcasters will he guided hy PFC 
proceedings and refuse to continue to broadcast the questioned commercials. Otherwise, 
the FCC suggests, there would be "serious questions" about operation in the public interest. 

The fact remains the coniniission doesn't expect to cancel any licenses under the 
coojicrative arrangement with the FTC. 

The hattle hetween suhseription tv and free, sponsored tv is moving toward a 
decisive stage. 

Here are the latest developments: 

• The FCC spent two solid hours on the subject last week; and on 3 March it will decide 
what it's going to report on the matter when FCC chairman George McConnaughey goes be- 
fore the Senate Commerce Committee the next day. 

• The Senate Committee — as indicated by its chairman. Sen. Warren Magnuson, in a net- 
work appearance Sunday (24) — will by then have approved a report favoring a large-scale 
trial on the pay system. 

• The FCC chainnan will be primed for the committee's questions, and there is a chance 
that the next move on subscription tv will be announced at the commerce committee's hear- 



The FCC this week took its most drastic action to dale toward the inii)lcmcn- 
tation of deintcrmixturc. 

The orders, issued Tuesday and \Vednesda\ '26-271. require; 

• WRGB-TV, GE pioneering tv station, to go from \ HF Channel 6 to UllK Channel 47. 
(Sjracuse will get Channel 6 and Channel 10 will he deleted from the Albany area.'* 

• Elniira. N. Y.. to become all uhf. suhstitn'Mi-j: Channel 30 for Channel 9. 

• Springfield, 111., to become all uhf, with Channel 2 goins l<> KTVl. St. Louis and KT\ I's 
Channel 36 going to Springfield in exchange. (St. Louis now ha* four commercial vhfs.) 

• Peoria to go all vhf. with Peoria's Channel o moving to Davenport-Rock Island-Moline. 
Hartford, Conn., and Madison. Wis., will remain as they are. Fresno is made all uhf 

with Fresno getting Channel 30 and Channel 12 going to Santa Barbara. Evans\ ille gne« all 
uhf with Channel 31 assigned to Evansville and Channel 7 going to Louisville. 
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i^/VFIL-TV 

THE MARSHALL FIELD AMD 

"for fundamental and imaginative contributions to the well-being of children" 



^n designating the WFIL Stations— alone among all the communications media in 
America— as the recipient of its 1956 Award, the ^Marshall Field Award Committee has 
conferred on us a coveted honor. 



The award honors the "WFIL Studio 
,3choolhouse," a series of daily programs 
^tilized in classroom instruction, now in its 
Ifourteenth year on WFIL Radio, its ninth 
year on WFIL Television. 

The WFIL Stations accept this award as a 
challenge to still greater development of our 
influence for good among the millions of 
listeners and viewers who look to WFIL foi- 
enlightenment, entertainment and education. 




A TRIANOLE STATION 



WFIL-AM.TV 

PHILADELPHIA. PENNSYLVANIA 



by: Radio and Television Div. / Triangle Publications, Inc. / 46th i MarKet Sis.. Pnilddelphia 39, Pa 
I 'PIU-AM • FM "TV. Philadelphia. Pa. / WNBF-AM • FM •TV, Bfnghamton, N. Y. 
, 'HOB-AM. Harrlsburg, Pa. / WFBO-AM • TV. Altoona, Pa. / WNHC-AM • FM • TV. New Haven-Hartford, Conn. 
• tlonal Sales Office, 485 Lexington Avenue, New York 17, New York 
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A roundup of trade talk, 
trends and tips for admen 
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In tv-radio, news gets around — and is acted on — before it even happens: 
This week the networks sniffed out the possibility that the v.p. in charge of 
radio-tv in one of the top three agencies is going to he shifted to another admin- 
istrative spot. (The agency's new-show record this season has been below par.) 

The networks take this transfer as foregone; they're already going over the head 
of the incumbent with their pitches. 



NARTB Tv Code custodians are continuing to prod station subscribers on com- 
plying with the Code's taboo on piggy-backs. 

Stations are being asked to pay particular attention to the provision outlaAnng this de- 
vice (crowding blurbs for two products into a single spot). 



J. Walter Thompson may wind up 19i57 with over 8100 million in tv and 
radio billings. 

The agency's tv expansion during the 1956-57 season has kept it in the ring with the other 
tough punchers — Y&R, BBDO, and McCann-Erickson. What's more: JWT expects to add 
three new accounts which use air media to its list within a month or so. 

A New York agency opened what it describes as a Los Angeles office in order 
to get a local rate for a toiletries account. 

But a rep who wasn't born yesterday checked the address: It turned out to be a pri- 
vate home. 



Hal Gross, of WJIM-TV, Lansing, this week may have won an attendance rec- 
ord for parties tossed by an out-of-towii station for New York agency people. 

Despite competition from other festivities (and the fact it was the eve of a three-day 
holiday), Peters, Woodward & Griffin helped Gross stir up an 83% response to this annual 
event. 



The home movie market which got the rug pulled out by tv in 1951, is begin- 
ning to stage a comeback. Sales in 1956 — according to United World, No. 1 distributor 
in that field — were up 17%. 

But there's little call now for sound films; the cheaper 8 mm is far more in demand than 
16 mm; and you can buy an 8 mm projector and camera for close to $110. 



Producers of big-money quiz shows would like to help their hea^y winners 
lick the tax bite. 

They have their lawyers and CPA's working on the problem of paying off winners over 
a period of years so that they can keep a larger share of their booty. 

The first obstacle to be overcome is this: The government is reluctant to treat quiz 
participation as a trade or business. 

A probable test case is that of Charles Van Doren. He wants the $30,000 he won on 
Tiventy One in 1956 considered as that year's earnings, and the rest taxed separately as 1957 
income. Some tax people think there may be even wider implications. 



80 SPONSOR • 2 MARCH 1957 



Chicago, Chicago, 

thai High- Fly in' Town- 
Number One 
Air Travel Center 

in the World I 




. . . AND 

CAPITAL AIRLINES 
SELLS TICKETS IN CHICAGO 
WITH WMAQ's HENRY COOKE 



In July 1955, Capital called on Henry' Cooke to 
tell Chicago about its new Chicago- Washington 
\'iscount non-stop passenger ser\ ice. By October 
of this year, Capital had tripled its ser\ice and 
had increased its share of die greatly-expanded 
Chicago-Washington market from 17% to a wal- 
lopitig 60%! 

Thai's the kind of result Henr)' Cooke delivers. 
W.MAQ favoritesince 1940, and "Communicator" 
on "Chicago Calling" (Monday-Friday, 6:00-8:45 
am) since 1953, Henry brings his audience on- 
the-scene news reports, music, sports round-ups, 
and vital service features. And all the while he 




sells! In addition to Capital Airlines, he sells for 
such sponsors as: Clark Super 100 Gasoline; Con- 
solidated Royal Chemical Corp.; Coiy, Inc.; R. R. 
Donnelly &: Sons Co.; Ford .Motor Co.; General 
Foods Corp.; Parker Brothers, Inc.; The Quaker 
Oats Co.; R. }. Reynolds Tobacco Co.; SliuUon, 
Inc., and Standard Brands, Inc. ... to upwards of 
275,000 listeners for as little as 22('-per-ihousand! 

To get your sales off the ground in Chicago, ask 
NBC Spot Sales about Henr)- Cooke. In New 
York, a call to your XBC Spot Sales rcprcscnia- 
live brings you an immediate Radio-Phonic Spot 
Buying audition by telephone. 



WMAQ 



Radio leadership station in Chicago SOLD BY 



SPOT SALES 
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EASIER SPOT BUYING 

C.oiituiued jroiii paj^c 29 t 

Mill CDiifiniialioris. Iliis lufaii!- llial 
l)Ookkpf'|)ers at holli llif slalion and 
rep firm iiiiisl dig up riionllis-olfl coii- 
firiiialioiis from fdes. If di^crepaiieies 
occur, the) know there"? trouble ahead 

l)ecaupe station? ha\e alread\ inarle 
u|) invoices from coiifirmalion?-. 

The new combination standarrl Con- 
firmation-Contract form, if anrl when 
aflopted. will cut pajjer A\ork in half, 
give stations a contract at sale-time. 

There seems little reason uh) this 
form should not Ije soon forthcoming 
and in widesprearl use before ) ear's 
end. Se\'eral agencies already have 
a(lo|)ted or are drawing u|) such forms 
f(jr their own use. \^'illiam Esty Co. 
has put a combination confirmation- 
contract form to work in its spot busi- 
ness except in isolated instances wheie 
some stations still insist on a 4A's 
standard contract. Harry B. Cohen 
Agency has come up with a similar 
time-saver. SSCB, as previously men- 
tioned, is right now engaged in draft- 
ing one for its spot buys. \. ^ . Aver 
is working along the same lines. 
Among the representatives, some in- 



dividual firm? ha\e worked out forms 
similar to what SKA and the 4A's are 
curreritl) in the jjrocess of develoi)ing 
a- standard. One of these i?- Edward 
Petr\. \notlier is CBS Uarlio Sjiot 
Sales which has now built its eonfirma- 
liori into a eonibo confirmation-agree- 
ment form. 

The latter form is printed on two 
sides. It begins with the words: 
"AGREEMEXT between CBS Radio, 
A Division of Columbia Broadcasting 
System, Inc. and the following adver- 
tising agency ... to broadcast radio 
programs and/or announcements. ' Its 
columns and boxes accommodate all 
information generalh' carried in con- 
firniations plus such things as '"Rates 
Earned in Conjunction with Contract 
"Rate Card and -Xet Unit 

Rate. ' This "Xet Unit Rate" breaks 
down into two columns. The first is 
"Broadcast Facilities Subject to 15' r 
Agency Commission. The second 
reads: "Additional Charges not subject 
to Agenc) Commission.' Thus in con- 
verting everything to net unit prices, 
the discounts have already been 
knocked off. The basic premise of the 
plan for which this form was devel- 
oped is that the advertiser buy at the 



Jio 

SELL 
THEM 
ON 



Over THREE 
BILLION dollars spent 
annually in retail 
sales by residents in 
KTHT's coverage area, 
Get your share. 
Buy Houston's 
"most-for-your-money" 
station, KTHT. 




MBS far 
Houston and 
Sauth Texas 

Represented 
Natianally 
by Paul Raymer 




end rate rather than at the short rate. 

The combination confirmation-agree- 
ment is signed by both advertising 
agenc) and CBS Radio Spot Sale^. 
On the reverse side are printerl the 
terms and conditif)ns. 

• Standard Invoices and Affitla- 
vits. W bile a standard confirmation- 
contract form has an excellent chance 
of being introduced this \ear, the 
standardization of invoices and affida- 
\ its of performance from stations re- 
mains a more distant dream. Yet the 
need for uniformity in this area is 
being recognized more and more. Xo 
matter how well they streamline the 
getting and presenting of availabilities, 
the confirmations and contracts, until 
some semblance of law and order 
comes to invoicing, spot buying will 
lemain a jungle of frustration. 

"^'e need Chinese bookkeepers to 
figure out a lot of station bills," the 
media head of an agencv heavv in 
spot told SPONSOR. "I can only guess 
at the type of help they're getting along 
with. Their invoices ha\e no relation 
to reality. We're practically forced 
into re-doing the bookkeeping for such 
stations. That's a duplication of effort 
and certainly not an advertising 
agency s work. Sometimes they even 
neglect to include affidavits with their 
invoices. 

"This is the big reason why agen- 
cies are often late in their payments. ' 
he went on. "It accounts for about 
75 or 807c of arrears. 

There are other reasons why agency 
payments aren t always on the dot. 
Sometimes they run short of cash on 
hand and must pass bills along to 
clients to get mone\ . In a business of 
this volume, agencies must make fre- 
quent trips to the bank for short term, 
sizeable loans to pay off media. But 
the fact remains that incorrect or in- 
complete invoices with resulting ex- 
change of correspondence is a major 
bottleneck. (If this were not recog- 
nized, the Central Billing idea men- 
tioned awhile back would not keep 
recurring as it has now for the j^ast 
several \ ears. I 

A number of agency people ex- 
])ressed the view that where a rep bills 
for his stations (such as Katz. for 
example) there is more orderliness'than 
in dealing with invoices from stations 
individuallv. (Katz sends out about 
o.OOO bills monthly. The percentage 
of error runs less than 19^.) This 
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Adjacencies 
available to 
Chicago TV's greatest * 
feature for as little as 

48',.. 1,000 

home Impressions 




St' 



FOR THE TENTH consecutive year, WGN-TV will be televizing 
the daytime home games of the Chicago Cubs and White Sox— 
exclusively! 

This is the highest-rated sporis feature in the nation's second 
largest market! 

FOR THE FIFTH CONSECUTIVE YEAR, Hamm's Beer 
and for the third consecutive year, Oklahoma Gasoline will share 
sponsorship of the play-by-play! 

NOW AVAILABLE: Choice 10, 20 and 60-second 
baseball adjacencies delivering from 5 million to 
38 million home impressions!* 

Also check availabilities in high-rated syndicated programs and 
feature film presentations on Channel 9! 

* Estimated impressions spot-for-spot for 1957 season based on the airrage 
Pulse, ARB and Nielsen ratings for these spots last sroson in an area with 
2,300,000 television homes! 

TOP-DRAWER Advertisers 
buy WGN-TV in Chicago! 

See your WGN^-TV representative today! 

WGN-TV "9 

The Chicago Tribune Sfation, Owned and Operated by WGN, Inc. 

Midwest Office Eastern Advertising Oflice Also represented by 

441 N. Michigan Ave. 220 E. 42nd Street Edward Petry 

Chicago 11 New York 17 & Company, Inc. 
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THERrS ONLY ONE LEADER . 



KM,F TV4 MONTANA 

THE CONTINFWTAL DIVIDE STATION . BUTTE 



3rd TV MARKET 

in 

PENNSYLVANIA 

. . . and only WJAC-TV really 
covers this rich Soulhwe'^tern 
Penns) Ivania area. . . . 

• Over a million TV homes! 

• 41-county coverage with 
20 key counties showing 
80 to 100% coverage ! 

• Proved audienee prefer- 
ence — \^'JAC-T\' leads in 
7:00-11:00 P.M. periods 
105 to 7 over Station "B" 
. . . has 21 out of the 25 
top night-time shows. 




Get full details from your KATZ man I 



does iKjt iie(e.«;s£irily ini])ly that these 
admeii achocate reps hilling for sta- 
tions. All it points uj) is that uniform- 
ity is I he ke\ to smooth spot hu\ ing. 

Stations tneanwhile are doing their 
hest to w restle w ith the prohlems of 
hillings. They realize that this area 
is ihe thorniest in the whole briar 
patch of spot business. Omissions, 
nuike-goods. credits, discrepancies, and 
plain bookkeeping errors pile up on 
one another to complicate the process. 
They are part and parcel of broadcast 
media. A new spaper doesn t have to 
send an afTida^it of insertion to an 
advertiser, nor a program log proving 
that no competitor was adjacent. The 
proof is already on the printed page, 
the tear sheet. (Some station afTida^ its 
include a \otary I^uhlic seal.) 

There are now 2.896 radio and .550 
\.y stations. In the eyes of most agenc) 
accountants, no two of these keep the 
same kind of books or mail out the 
same kind of invoices. 

It was noted earlier that Ralf Brent, 
\ ice president of Philadelphia's WIP, 
is on his way South to examine elec- 
tronic billing set-ups at two stations. 
They are WTVJ, Miami, and WIS, 
Columbia, S. C. If WIP goes through 
with its idea of an IBM billing and 
bookkeeping system, Brent hopes that 
it will mean that along with accuracy 
and uniformity, advertisers will also 
get their invoices earlier — the 2nd or 
3rd of the month rather than around 
the 10th. 

At the same time. Brent admits that 
while automation may simplify things 
at his station, it will not make a great 
ripple in the world of spot buying. 
"Xo matter what an individual station 
does,"' he said, ''that is, if just one 
puts in a new system there is a good 
chance it may only add to the overall 
chaos." 

CBS Radio Spot Sale? is now begin- 
ning to bill on Remington-Rand equip- 
ment. Some of this has been there for 
a decade, has been used for internal 
purposes such as payroll. Late in 1955, 
they studied the billing situation and 
in June of last \ear ordered an elec- 
tronic computor to complete the unit 
necessary for station billings, 'llie 
computor was delivered in December. 
The equipment is costing about $15.- 
000 a year. It is still too early to say 
what savings may be effected. It is 
hoped that the machines will soon 
make it ])ossible to have all invoices 
in the bauds of the agencies by about 
the 7th of each month. Meanwhile 



BMin 



"Meet the Artist" 

BMI's series of progrom 
continuities, entitled "Meet 
the Artist," emphosizes the 
human side of our great 
music performers. 

"Meet the Artist" comes 
to you as a 15-minute — 
three - per - week series of 
scripts highlighting behind 
the scenes glimpses into the 
music business . . . tlie 
stories of America's fovorite 
musical personalities and 
their song hits. The ma- 
teriol is factual, up-to-the- 
minute and presented in an 
easy, informol style. Disc 
jockeys will enjoy using it — 
listeners will appreciate 
hearing it. 

"Meet the Artist" fills a 
special need in areas where 
such data is not easily 
available . . . highly com- 
mercial. 



BROADCAST MUSIC, INC. 

NEW YORK . CHICAGO • HOLLYWOOD 
TORONTO • MONTREAL 




SENOR! 



Language professors verify the fact 
that no matter how many languages 
a person speaks, he THINKS in the 
language he first learned. In the 
Phoenix area, 85,000 English-and- 
Spanish-speaking KIFN listeners 
think in Spanish. So, senor, sell 
your product in the language they 
think in. . . 

SELL IN SPANISH OVER 

Radio KIFN 

— Central Arizona's ONLY full-time Spanish 
language station! We translate your sales- 
message FREE. Production spots available. 
NATIONAL TIME SALES HARLAN C. OAKES 
New York City San Francisco 

Chicago Los Angeles 

San Antonio 

Jt/ftf 

860 Kilocycles • 1000 Watts 
REACHING PHOENIX AND 
ALL OF CENTRAL ARIZONA 
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■Wiilcli In M'c liow tlic >\>ltMM works 
for tlic radii) (li'j);iiiim'iit. 

\l the l)ii\cr's ciiil. ii lot nf llioiijilil 
1- gniiij; into llic vnhjfct of station 
iiu niciiij;. Tlicir cuiiccrii is iindcr- 
staiidiiMc. for it i< ilic\- win) iirc 
snowed under l>\ lli!> j);i|)er l)l!//.;ird 
of Diiforiiiil) . 

riu' lA's itx'lf is workiiif^ on lln^ 
hillinj; prohlein. ll come iij) willi 
a siiijile-side, one sheet cond)ination 
in\ oiee-allidinil. It is not a revolu- 
lionar\ lliinfj; it emhodics simply lliose 
lliinjis that an aj;enc\ now looks for 
before making j)a\ iiieiil. If it were 
adopted and heeaine a standard in the 
inchistry. it iiiijrht well streamline sjH)t 
l)ii\inn:. ll is still in preliminary form 
and has not \et heen shown to stations. 

"If radio could onl\ he started 
all (>\er again.'' one adman said to 
Sl'O.N.sciK. "We could do such a lot of 
things (lilTerentK. Network doesn't 
entail the infinite complications of 
spot. Hut spot radio and spot tv ha\e 
sure outgrown their bookkeeping sys- 
tems. The maehinerv of a spot buy 
lemains a priniiti\e art." 

Once uniformit), in one way or 
another, conies to the areas of avail- 
abilities, eonfiruiationeontraets, and 
in\ oices. sj)ot will be as simj)le to bin 
as an\ other media. 

In the nieanlime. however, there are 
other efTorts being expended to sim- 
j)lif\ spot bu\ing in other or over- 
lapping areas. There are also a lot 
of minor annoyance^ that need to be 
corrected. Some of these can be done 
right now. 

• Copy and e.t.'s. Se\eral station 
heads lia\ e pointed out that agencies 
often fail to adhere'to a uniform system 
for handling copy and electrical tran- 
scriptions. Agencies frequently send 
these to stations addressed to "Trafiie 
Manager."' The fact is. that a trafiie 
manager's functions \ ary from station 
to station and often he has nothing to 
do with cop\ and e.t.'s. About two 
\ears ago. SKA introduced a plan for 
addressing such material to "Opera- 
tions Desk." That this has been wideb 
adopted In radio stations (practicalb 
unanimously by t\ I can be seen l)\ 
looking through SKDS. 

At the same time, it was pointed out 
that agencies could do stations a favor 
1)\ sending instructions along on 
what's to be done with an e.t. after 
tb.e campaign is o\ er. Stations get 
pile-ups of hundreds of old e.t.'s tbev 
don t know what to do with unless 



the\ get iMNoKed in eorie^pnndenee 
w ith the agene\ . 

• .'^liitiuii rjite Ciifds. Some -em- 
blanee of nniformit\ here wonid be 
ll big help. Not onl\ would it help 
timebii\er^. but it would helj) rej) -ale^- 
men. \ freipient agene\ complaint 
that -(dler- aren't ah\a\s familiar with 
their own rate cards, .^sometimes these 
salesmen are unaware of package rate^ 
at their ^tation> and Ikinc to wa-le 
time checking. Package rates should 
be j)arl of a rate card. The) should 
be elearK defnied and conditions listed. 

• l'roiu|iliie>s. When a timebmer 
asks reps for a\aiK at a certain time, 
there is generall) a good reaxm. \t 
one Madi>on \\enue agene\, the media 
department refer to one rep salesman 
as "l''i\e (J Clock Shadow' because he 
in\arial)l\ is >e\eral hours tard). 
Agencies liowe\er should take time 
/one dilTerences into consideration in 
asking for cpiick a\ails. 

Actually, in the A\hole area of sjjced- 
iiig up a\ails, rejis are conslantl\ im- 
j)r()\ing their methods. All of them 
are in close contact with their stations 
\ ia T\\ N. Fax. or long di-tanee phones. 
Blair T\ s "\ i> A\ ails" >\>teiii sub- 
mits a\ ails on a regular log sheet made 



at a moments notii e fimn iti.e-ler 
-talion boiiid* on wliieh < li in^'i-- are 
ported dail\. I'etiN submits .i\jil- on 
-imilar big -hrrt-. N|!(, '^pot '>.de'« i< 
i^-ning '"D-iilv Hi-.t Mn\-.." and abont 
-i\ month- a;.'i) iiitiodueed it- lladio- 
plioiiie plan wlierib\ tiniebnv i-r- laii 
audition pro-peitu e -how lm\- \i< 
lidephone. I'eler-. (ii illin. \\ >ii>il\\i(i d 
Inc. ha- in-lalled eleetinnii eipiipnient 
to -j)eed lip -i-r\ ice. 

• Kariied rate-». M.in\ media 
|iei)|)le wi-li that in nniltiple-a;.'rni\ 
operation- (where client lompanie- 
ha\e a produet line -jnead omt -e\ - 
cral agciieie- 1 that -tatinn rep- would 
include in their a\ ailabilitic- the 
earned rates at that time. 

• ('n\cragc. I hat tlii- remain- a 
(pie>tion mark i.- rellected in tin- dif- 
ferent interpretations ageinie- ba\e 
been gi\ ing XC.'^rr2 data. Perhaps 
the SUA fi)riiiiila for rating-, now un- 
der stud\ by IA s. nia\" bring some 
order to the problem. If the broad- 
casting bu-ines- were to -tart all o\er 
again. iiian\" feel it would adopt the 
print media concept of co\era:ie: Cir- 
culation instead of readership. ( )r tran^^- 
lated to air media: "W ho can we reach 
instead of who listens to what?'' ^ 




any way you look at it.. 



KBTV 



first in DENVER 



Quarter hour leads or percentage of audience . . . 
KBTV is No. 1 during the most important titne classification- 
Sign on* to 10:00 P.M. >-pC 
Monday thru Friday. ;><:^^kbtvTI^ 

I ( 24 6 J Slalion 8 




Station D 




Station C 



QUARTER HOUR LEADS 



PERCENT OF AUDIENCE •• 



/icp/cse^j/eri by Pclers. Griffin. \\ ooctnarcl. I 'u . 



•10 30 A M 
•Jan, 1957 ARB 



John C r.'uDms Pres dent 
Joe Herold. Station ^•anage^ 




KBTV 

10°9 Ban"--. 
0 a TAbor 5 63=5 
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lowest 
cost- per- thousand 
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^1:5 cost per thousand is 
44% lower than its 
closest rival. 



WVKO 



iil delivers 5.1 average 
between 8 and 5. No 
ratings below 4.4 
Pulse: Sept.-Oct. '56 



WVKO 



covers what counts! 
800,000 people in half 
millivolt contour. 
550,000 of them are 
in Franklin County . . . 
the home county. 




Columbus, Ohio 

the station with 
' a personality. 



(mi call Foiyoe 




{56 





Tv and radio 
NEWSMAKERS 




Charles E. (Ned) Midgley, Jr. has been 
aijjjointed iiianajrer of the media depart- 
iiieiit at Ted liates & Co., Inc.. according 
to an announcement made by Edward A. 
Cie). vice jH-esident and media director. 
.Midjrle) is also an assistant vice ]3resident. 
He joined the Bates organization in 1950 
as a member of the media department and 
was later made media su]3ervisor. Before 
coming to the agency, Midgley was associated with CBS for nine 
)ears in the ca]Jacit\' of sales service manager. Prior to that, he 
served 13 years with BBDO, going from timebuyer to manager of 
the ad agency's radio department. Midgley also has lectured at 
New York University on the business side of radio and authored 
■'The Advertising and Business Side of Radio" published by Prentice 
Hall. Albert J. Petcavage succeeds Midgley as media supervisor. 



Richard A. Harper has 

general sales manager of MGM-TV 
cording to 



leen ap])ointcd 
, ac- 

an announcement made 1)\ 
Charles C. Barry, vice president in charge 
of t\ for Loew s, Inc. In his new capacit), 
Harper A\ill su]jervise all tv sales includ- 
ing: sales of the com]jan\'s feature films 
to stations, tv commercials sales, and tv 
film show sales. Harper joined Loew s 

in 1946 and was appointed assistant to tlie general sales manager 
of MGM in 1952. He was later made circuit sales manager of MGM 
]jictures and snbsequentlx transferred to the television division of 
MGM at the time it was set u]j last summer. He has served as direc- 
tor of operations of MGM-TV until his new appointment. Sol 
Schrieber succeeds Harper as 
27-\ear veteran with Loew s 



or' t 



operations director. Schrieber is a 
theatrical distribution department. 




T. Jack Henry has been appointed a vice 
president of McCann-Lrickson. Inc. and 
director of client service in the Detroit 
office. Announcement was made by Paul 
Fole\, \ ice ]jre»ident and manager of the 
Detroit bnincb. Henry comes to McCann- 
Erickson from the Mercury Division of 
the I'ord Mt)tor Co. where he ^er\•ed as 
advertising and sales ]jroniotion manager. 
Henr\ joined Ford Motor Co. in 1953 as advertising manager of 
the Lincoln-Merciir\ Division. Before joining Ford, he served in 
the ageiicN field as a mend)er of the \. W. Ayer & Son organization 
for IJ! \ears. In 1944 he was named manager of Acer's Detroit 
office. Later, in 1948, he w as ajjpointed a \ ice ])resident of the 
agency. He continued to manage the Detroit office until he joined 
Ford. Henr\ was born in Canada and attended McCill I niversitv. 
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eatin'st folks in these here parts! 

Regular little ol' ranch hands — all of 'em. Love their vittles and 
them home- like western tunes. These eatin' folks are buy in' folks, live 
mighty high on the hog. Yep, stuff sure moves fast when you use 
KXLA, most listened to 24-hour country and western music station. 

10,000 watts covering the greater Los Angeles market 




represented nationally by Burke-Stuart Co., Xew Yorf;. Chicago. Detroit. Los Angeles. Son Francisco 




SPONSOR 
SPEAKS 



Spot's biggest challenge 

It's a tribttte to ii(lv(M tisiiig agencies lliat few of llieiii allow 
tlie (liflicitlties eneouiitered in bityitig si)ot to iiiflitence tlieiii 
ill their ba.^ic media reeoinnieti(lations. Agetu^es buy spot 
because it works for their clients, not because it's ea^y to buy. 

Fortunately, however, there's wide recognition of the need 
to simplify and standardize buying procedure and paper- 
work (see "Let's cut sp()t'> paper maze," this issue, page 27). 
The 4A's. SKA. individual representative firms, many agen- 
cies and many stations are all hard at work meeting spot's 
biggest challenge. 

Nothing is more important to spot'^ future in our opinion 
than this movement to smooth the rough spots in spot buying 
at a time when both Sj)ot tv and radio are growing rapidly. 

TV in the courtroom 

Recently Judge Justin Miller, former head of the NARTB, 
and jMorri.s Ern>t, noted lawyer, debated this question: 
"Should all broadcasting of courtroom proceedings be i)ro- 
hibited?" 

It was interesting to note that Mr. Ernst, a fervent leader 
of human rights, was not adamant when arguing to prohibit 
television and radio. Indeed, he gave the impression that one 
of these days tbe court rooms would be open to regulated 
courtroom rej)orting by television and radio. Judge Miller, 
who has led the fight for opening the courtrooms to air media, 
presented an illuminating picture of the entire issue. 

Courtroom gates are opening in many sectors. In Cali- 
fornia KFMB-TV';- George Whitney is vigorously opposing 
an arbitraiy courtroom decision prohibiting steiiotyj)e notes 
for broadcasting purposes: in Oklahoma W^KY-TV's P. A. 
Sugg has been instrumental in opening scores of courtrooms 
to judicious use of television cameras; in Colorado KLZ-TV's 
Hugh Terry has won courtroom broadcast rights: in Texa^. 
KDUB's D. Rogers has done good work along similar 
lines. 

What this means to the advertiser is a further expansion 
of service which guarantees a better advertising niedium. 




THIS WE FIGHT FOR: BotJi agencies aw' 
those a lio sell spot radio hove a big job on their 
hands: to promote spot radio beyond currrentlx 
popular morning and afternoon hours. The facts 
are there. 7 he job is to get them understood. 



lO-SECOND SPOTS 

Point-of-sale: Word from WCCO, 
Minneap(jHs-Sl. I'aul, is thai in sub- 
urban Kdina a gianl sujjerniarkel has 
equipped its shopping carls with port- 
able radios. Here starts a neiv out-of- 
home measurement for researchers: 
"A la carte listening.'' 

Definition: "Summer Replacement'' 
is the gu) )our girl friend meets on 
her vacation. 

Miss Public Relations: Barbara 
Lawrence, Iv and screen star, quoted 
in Tl Guide: 'i prefer pictures to Iv 
because more jjroducers see juclures 
than watch television. I don't care 
what the little people back in Oshkosh 
think of me. It's what the producers 
think that counts in this business. " 
Anyorte care to join our Barbara 
Lawrence Fan Club? 

Progress: S])ol l\ sponsor Lan\ in 
Parfums has just hit a jackpot. A 
one-ounce atomizer of their Arpege 
will now be standard etjuipment in 
the arm rest of each $12,000 Cadillac 
Brougham. A lot of dollars for one 
scent. 

Narrow Narrow World: KDVL. Salt 
Lake City, may have a new program 
soon as the result of that recent Utah 
prison riot. Prisoners have asked to 
do a regular amateur talent show from 
the prison. IFatch that lad u ith the 
musical hacksaw. 

Good cheer: From a comic promo- 
tional flier for WXIX. Milwaukee — 
"One da\ as I sal musing, sad and 
lonely and without a friend — a voice 
came to me from out of the gloom sa\ - 
ing 'Cheer up, things could be worse.' 
So I cheered up — and sure enough, 
things got worse! ' 

Oink! ABC T\ is considering a coun- 
try quiz show titled Fig in a Foke. 
Instead of isolation booths there would 
be corn-cribs. Contestants would try 
for '"whole bog" or "half a bog.' And 
this little pig stays home! 

Princeton man? Jim Butler, manager 
of Vi'lRL. Peoria, told us bow the other 
Sunda\ after Collector's Corner had 
featured recordings b) violinist Fritz 
fCreisler. a listener phoned, remarked 
in a "bill-billy dialect: "He\. 1 never 
knew that football fella. Fritz Crisler, 
played fiddle so purly! " 
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SOOO 



R BROS. RATINGS 



START 




14.8 



4- month 
average with 
Warner Bros. 



AND 
GET 




On WBZ-TV's "Boston 
Movietime", (5:00-6:30 P.M., 
Mon.-Fri.) ratings shot up with 
the start of programming 
Warner Bros, features from the 
previous month's 4.4 to a 
rousing 13.8. Succeeding months 
saw ratings go even higher, 
and stay up! 



13.8 



first month of 
Warner Bros. 




FLASH: January ratings just in 
are even greater ... up to 21.5! 
Five-month average with Warner 
Bros. Pictures now 16.1 









17.7 
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13.8 

1 


13.1 
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14.6 

1 


AUG. 


SEPT. 


OCT. 


NOV. 


DEC. 



4.4 



before 
Warner Bros, ./ 



These ARB Ratings Demonstrate Not Only The Tre- 
mendous Audience PULL. , . But Also the Solid STAY- 
ING-POWER Of These History-Making Warner Hits! 



5 



write or call 

345 M 



a.a.p 

Madison Ave., N. Y. C. I MUrn 



Inc. 

rray Hill 6-2323 



CHICAGO 

75 E. Wacker Drive • DEarborn 2-4040 



DALLAS 

1511 Bryan Street • Riverside 7-8553 



LOS ANGELES 

9110 Sunset Boulevard • CRestview 6-588S 



